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DICTAPHONE, TIME-MASTER, DICTABELT, REGIS 


The “sound you can see” means savings 
you can see! If you let a Dictaphone Time- 
Master dictating machine take dictation for 
your secretary, you save money. 

In terms of dollars and cents, this advanced 
method will record your messages far more 
economically and conveniently. And it will free 
Nfol0]m-t-101g-1e- 1 ava elm Masleliciaele(-e)me)dal-lae lei d(-s-9 

For the Time-Master utilizes the most prac- 
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timne- master * 


dictation athe unique Dictabelt Record, the 
‘sound you can see." Recording is on visible 
tone grooves. You always know exactly where 
you are. There’s no rehandling, you get a 
fresh surface every time for just pennies. 

As the most experienced name in the field, 
|] Cos €-) e) ale) al-wm Ove) dole) ¢-) de) a Mmmm ol-1-) ame [OT-]Ibil-r0 Mm Ce) 
help you reduce a very substantial drain on 
profits.Why not have a Dictaphone Represent- 
ative survey your needs today? 


Dictaphone the sound you can see 


(Circle number 114 for more information) 
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simply because you “found” the MOST UNUSUAL 
Christmas gift-giving idea. for customers, employees 
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‘ 
...and “everybody's talking about you.” Your custom- 
ers would call to say “THANK YOU" for your unique 
and wonderful remembrance and thereby open the 
door to ADDITIONAL SALES! Even your employees 
and friends showed their appreciation in the many 


small ways ONLY YOU would understand. 


If YOU buy gifts (between $7.50 and $100.00 each), 
you'll surely want to see this unusually practical, sen- 
sationally simple and refreshingly different way of 
saying “THANK YOU” to the people who are 
IMPORTANT TO YOU AND YOUR COMPANY. 


i-- 





1 MAIL TO: » Automated Gift Pian, Inc., 80 Park Avenue, New York 16, N. Y. * 
Tae & @) BY a7): wn’, 
MORE IN FORMATION AB 0 UT Please send further information about your 1961 Gift Bookard program. rom 
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Name of Company 


Le <d 59 8 WCC) Se 
GIFT-GIVING IDEA! 


Address 
eee 


| Att: _ : . er Dept. 


We use approx ______ Gifts in the $7.50 to $100.00 price range. 
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Are hidden paperwork costs draining your profits? ................005: ET TET TTT CT ae 
Where does the real expense of paperwork lie? Here are some often overlooked 
areas to check, plus steps you can take to curtail the spiraling costs of paperwork. 


How do you measure up as a top manager? 
This article lays bare the real role of a top manager. Do you meet it, or fall 
short? Compare yourself against these penetrating research findings. 


What—and what not—to tell a security analyst ..................005: Dateien ae 
Alert firms keep few secrets from security analysts. This article tells how to get 
your message over, what to disclose—and what to keep confidential. 


Eeew Oo Duiid Sales With House OTHANS «kiwi cece ci seeceees iakwatenkenee Tae 


“External” house organs can create a favorable selling climate for your salesmen 
and dealers. Here’s how to produce one that can help you—and them—sell. 


How to settle business disputes—painlessly ..................0 0000000 POT TT ae 


Commercial arbitration can help you settle business wrangles quickly and pri- 
vately. It’s also cheaper and faster than the courts. Here’s how it works. 


Peeme SOME EVETY CMPIOVEES JOD ... 2... occ ccc ec we eeees Vitiedekecan Se 


Disinterested employees can squelch sales. This firm stimulated lively interest 
among employees in their jobs. Quality, morale and sales shot up. 


How you can—and can't—research a package ............... 0.00 ce eee Wht asiciennin ae 


Here are some plusses—and some pitfalls—in package research. This article tells 
what you can test for, how to test it—and what things you can't test. 


Executive offices with a study atmosphere .....................000005 Cee ae 
This company stimulates its executives by designing offices with a “study-like” 
atmosphere. Each office reflects the rich, warm appearance of a private study. 


How imagination turned an eyesore into an attraction .................. acunweeeekes, 


With imagination, you can sometimes turn disadvantage into an advantage. 
Bankers Trust Co., New York, did. This case history may stir your imagination. 





Editor: Richard R. Conarroe; Executive Editor: Kent McKamy; Feature Editor: Kenneth P. Partch; Associate Editor: 
Kenneth V. Jones; Art Director: Laurence Lustig; Production Manager: Joan A. Longnecker; Advertising-Production: 
Elaine M. Lesta; Production Services: Nancy Laemmel; Copy Editor: Elizabeth Giglio; Editorial Consultant: 
Leslie M. Slote; Director of Research: Frederick L. Bunting; Director of Sales: Joseph J. Hanson; Circulation: James 
R. Vinisko, Supervisor; Elizabeth Anderson. 


Advertising Offices Member of Business Publications Audit 
New York 141 E. 44th St., MU 7-0583 San Francisco The Robert W. Walker Co., - en 
i sss ieee 9R 57 Post St.. SU 1-5568 opyright © 1961 by Management Maga- 
Cleveland 55 Public Square, CH 1-2612 fom Wipes ae i pre Inc. Published monthly by Management 
Chicago 612 N. Michigan Ave., DE 7-0112 Magazines, Inc., 22 W. Putnam Ave., Greenwich, 
aes ; » " P Conn. President, W. S. Kline; Exec. Vice Pres., 
Los Angeles The Robert W. Walker Co.. Temple, Texas The Browning Co., J. W. Harris; Sec.-Treas., E. D. Kline; Vice Pres. 
730 South Western Ave., DU 7-4388 First National Bank Building, PR 8-3311 R. R. Conarroe, Gil Hand, W. S. Hutchings. 


A publication of The Management Publishing Group 
Editorial and Administrative Offices: 22 West Putnam Avenue, Greenwich, Conn. 
William S. Kline, President; Jerome W. Harris, Editor-in-Chief; Edwin D. Kline, General Manager 


2 BUSINESS MANAGEMENT 


oes | 


| 
— 





VOLUME 21 NO. 2 


Departments 


This month in management... 5 


Letters to the editor ......... 13 
Yours for the asking ......... 18 
Manager asks expert ......... 27 
Do you know the law? ....... 31 
Workshop for management... 35 
The executive asks the doctor 78 
Better ways to run a business 83 
New products and new services 96 
Index to advertisers ......... 111 


Coming next month 

“American business is often way 
overstaffed at the top executive 
level,” says John G. Brooks, presi- 
dent of Siegler Corp., who runs a 
$100 million a year, multidivision 
company with a top echelon of just 
four men, including himself. 

To uncover the methods he uses, 
Business MANAGEMENT tape re- 
corded a three-hour interview with 
John Brooks. 

The article based on this inter- 
view will appear next month. In it 
youll discover how Brooks built a 
fast growing company, without lay- 
ing on the executive “fat” that fre- 
quently accompanies growth. This 
article may give you ideas you can 
use to run your company more 
efficiently. 





Subscriptions 


In United States and Possessions, one year $5.00; 
two vears $9.00. Canada and Mexico one year 
$6.00. Foreign subscriptions $10.00. Single copies 
$.75. When possible, back issues or tearsheets of 








articles will be provided. Enclose $1.00 for each | 


back issue and $.50 for each back article re- 
quested, to cover costs of handling. Make checks 
payable to Management Magazines, Inc. 


Change of address 


To insure continuous service, send your new ad- 
dress (and moving date) 45 days before moving. 
Include old address as it appeared on previous 
issues (if possible send label from magazine). 
Do not depend on the post office to forward 
either the change of address or your magazine. 
Business Management: Application for  regis- 
tered trademark pending. 
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1. Ball bearing suspension drawer 
filing at shelf file savings in space, 
time and cost with new SHELVA- 
DRAWER. 

2. Combine top access “Drop Filing” 
and side access shelf filing with all 
the advantages of both by using 
SHELVADRAWER. 

3. Immediate and direct transfer from present drawers or shelves. No 
new system to install; no new supplies to buy for correspondence or 
legal size SHELVADRAWER. 

4. For fast random in and out, use all levels as open shelf file. For vol- 
ume work pull out the SHELVADRAWER and drop file (two top 
levels are shelves only). 

5. SHELVADRAWER, short-side, quick pull out fully exposes contents 
— saves time and energy, banishes hazard of long open drawer and 
cabinet tip over. 

6. Now two clerks may have simultaneous access to material in one cab- 
inet. Reverse charge phone your order or request. 


FOR RECORDS THAT “COME TO YOU'— 
COME TO US! 


WHEELDEX & SIMPLA PRODUCTS, 
ESTABLISHED 1931 


INC. 


First and Largest Exclusive Mfr. of Motorized & Manually Operated Files 
1000 No. Division Street, Peekskill, N. Y. Phone: PEekskill 7-6800 


NEW YORK SHOWROOM: 
425 Park Avenue So. (Cor. 29th St.) MU 3-1220 


Remember These Famous Brand Names 
SIMPLAWHEEL 
MOTORSHELF 
WHEELDEX 
SIMPLASHELF 
SIMPLAFIND 


SHELVADRAWER 
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It’s the Compact . . . compact in appearance and in fact. And notice . . . the compactness is between the 
keyboard and the carriage. All the dead air space has been engineered out. But the important work areas 
are set up the same as in other electrics. The carriage is a full 12 inches and the return is electric—auto- 
matic. The keyboard, too, is full size (and with new features). This is the whole idea — compactness. This 
is American engineered compactness — a more efficient product to do the job and so a more efficient price 
—$249*. Available in three decorator colors and all the crisp type styles you'll ever need. See the Compact 
| Cole F-)\aum @r-11 "70101 am (erer-] bs) anTi dacs Ove) ce) ar- Mal t-1cevar-]a) am e-18)¢-1-\-181¢-1 0 1"/-Pme) am gay] | Moves] ole) aime) aime) 0) 0(e)-1] (<1 8y-|-.- aL TTT 


the compact office electric by Smith-Corona Marchant: $249 
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THis MONTH IN Mianagement 


As a top manager, do you spend too much time and effort on the wrong 
things? Perhaps you wonder. One way to discover whether you are 
tackling the right areas is to compare yourself against what other top 
managers do. Business MANAGEMENT editors and researchers spent 
more than a year interviewing top executives to find out just what they 
do—and how they do it. From this penetrating research come facts 
you can use to answer the question: How do you measure up as a top 
manager? (page 45). 


Business MANAGEMENT editors tape recorded interviews with three top 
Wall Street analysts to find out firsthand What—and what not—to tell 
a security analyst (page 52). Their remarks, combined with the results 
of a recent survey of 247 security analysts, give you valuable tips on 
how to deal with security analysts, what kinds of information they want 
—and the facts you'd better keep under wraps. 


How you can—and can’t—research a package (page 67) reports the re- 
sults of a recent symposium of the Packaging Designers Council. In 
this article, many top package researchers reveal what can be tested 
for in packaging—and what can’t. Case histories of actual tests, the 
problems and the results are included in this up-to-date article. 


When major business disputes arise, many managers head for the aspirin 
bottle—and with good reason. Frequently, these disputes mean long and 
costly weeks fighting through the issue in court. These days however, 
alert firms are turning increasingly to commercial arbitration. Expert 
and impartial arbitrators can often smooth out business arguments 
quicker than the courts, at far less cost—and frequently to the satisfac- 
tion of both parties. Through commercial arbitration, you can find out 
How to settle business disputes—painlessly (page 60). 


And a new service... 

These days, new business services can be as important to your firm as 
new products. That’s why Business MANAGEMENT editors have enlarged 
the traditional “New Products” column. Each month, you'll find timely 
information on the many new services being offered to business as well 
as up-to-the-minute accounts of worthwhile new products in “New 


»” 


products & new services” (page 96). 
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IN ONLY SIX MINUTES: 
THE MOST CONVINCING 
(AND SURPRISING) 
TYPEWRITER DEMON- 
STRATION YOU HAVE 
EVER SEEN!!! 


We’d like six minutes—no more—to 
show you the remarkable Smith- 
Corona Marchant Compact 200. 
Just tell us which day you'll have 
six free minutes. Or send in your 
order for the Compact 200 now. 


—-------------- 


MM-11 

















| l 
| Smith-Corona Marchant, Inc. i 
| 410 Park Ave., New York 22, N. Y. l 
I ! 
| Cj\i'd like to see your six-minute | 
| demonstration at I 
io 3 
1 Send (quantity) | 
{ new Smith-Corona Compact 200 | 
| typewriter(s). | 
NAME___ . 
ae Seen me ere 
a 
. on... ee ee oe 

J 
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SMITH -COROQNA MARCHANT 


410 Park Avenue, New York 22, N. Y. 
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.. let Hertz handle them for you! 


If you’re “up to your ears” in costly truck maintenance problems too often, 
there’s an easy—smart—way out. Switch to Hertz Truck Lease Service. 

Let Hertz take over the problems for you—while you get back in your own 
business full-time. 


How do you start? By talking to a Hertz Sales Engineer. He’ll explain how 
Hertz pays cash for the trucks you now own. You get new GMC, Chevrolet 
or other sturdy trucks. Or, your present trucks can be reconditioned and 
leased back. 


Truck problems end for good! That’s because Hertz Truck Lease Service 
offers complete, trouble-free maintenance. Included are: washing and 
cleaning of trucks, painting and lettering, gas and oil, garaging, insurance, 
emergency road service—and much more! The cost? Just one fixed amount 
per week—it covers everything except the driver. And keep in mind, you 
make no cash investment—capital is available for expanding and improving 
your business! 


No matter what business you’re in, Hertz tailors its service to suit your 
needs. Experts will custom-engineer trucks for your product and type of 
operation. And you lease only those trucks you need for 
normal conditions. If one is tied up for repairs, Hertz 
provides a replacement. If extra trucks are needed for 
peak periods, Hertz supplies them immediately. 


Call your nearest Hertz Truck Lease office now. YOUR COMPANY 
Or write for booklet—‘‘How to Get Out of 

Truck Business’—to: HERTZ TRUCK LEASE, 
660 Madison Avenue, New York 21, N. Y., 
Dept. D-11. 


no investment...no upkeep 


LEASE TRUCKS 


HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY, OR WEEK 
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SUBTRACT QUANTITY-SOLD FROM BALANCE-ON-HAND. IF BAL- 
ANCE-ON-HAND IS NOT LESS THAN REORDER-LEVEL THEN GO TO 
BALANCE-OK ELSE COMPUTE QUANTITY-TO-BUY = TOTAL-SALES- 
3-MOS/3. 


THE LANGUAGE ABOVE IS COBOL ... COMMON BUSINESS 
ORIENTED LANGUAGE, IT LETS YOU GIVE YOUR IBM COMPUTER 
INSTRUCTIONS WITH WORDS THAT CLOSELY MATCH EVERYDAY 
BUSINESS LANGUAGE. THE BENEFIT -- HOURS, DAYS, WEEKS 
OF TIME SAVED BY ELIMINATING DETAILED MACHINE LANGUAGE 
INSTRUCTIONS LIKE THESE: 


06000 ? 12048 12047 06096 > 12042 
06011 * 12040 06102 —? 12017 12046 
06017 ? 12007 12043 06113 @ 12013 12047 
06028 @ 12002 12047 06124 H 12042 
06039 C 12047 12049 06130 ? 12047 12022 
06050 J 06068 U 06141 > 12043 
06057 A 12050 12046 06147 “? 12012 12047 
06068 H 12040 06158 S 12022. 12047 
06074 7? 12046 12012 06169 H 12043 
06085 ? 12048 12047 06175 ? 12047 12027 


YOU DESCRIBE YOUR PROBLEM USING THE COBOL LANGUAGE, 
YOUR COMPUTER THEN TRANSLATES THESE STATEMENTS USING A 
PROGRAM CALLED A PROCESSOR. THE COBOL PROCESSOR TAKES 
THE ENGLISH LANGUAGE COMMAND, PREPARES COMPLETE MACHINE 
LANGUAGE INSTRUCTIONS, AND GIVES YOU A READY-TO-RUN PRO- 
GRAM. NOW, YOUR PROGRAMMERS ARE FREE TO CONCENTRATE 
MORE PROFITABLY ON SOLUTIONS TO PROGRAMMING PROBLEMS 
THAT ARE UNIQUE TO YOUR COMPANY. 


IBM'S LONG EXPERIENCE IN BRINGING YOU SUCH PROGRAM- 
MING LANGUAGES AS AUTOCODER, FORTRAN, COMMERCIAL TRANS- 
LATOR, AND IOCS IS NOW BEING APPLIED TO THE PREPARATION 
OF COBOL PROCESSORS FOR THE IBM 1401, 1410, 705, 7O05III, 
709, 7090, 7070, 7072, 7074 AND 7080 DATA PROCESSING SYS- 
TEMS. 


IBM'S COBOL LANGUAGE MEETS THE LATEST SPECIFICATIONS 
SET BY THE FEDERAL GOVERNMENT. 


TO SEE HOW COBOL AND OTHER PROGRAMMING SERVICES CAN 
HELP YOU SAVE TIME AND MONEY, CALL YOUR LOCAL IBM OFFICE, 





DATA PROCESSING 
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Are distribution costs shrinking your profits? 


Perhaps the pressure is coming from “low-cost” 
shipping methods. As you pay less for transporta- 
tion, your goods move slower... your investment 
is tied up longer. Which means the cost of inven- 
tory in transit goes up—inventory costs compound. 


You can reduce the cost of inventory in transit 
by reducing transit time. This reduction can often 
be substantial in terms of dollars...more than 
enough savings to offset the added cost of faster 
transportation. 


United Air Lines Air Freight may help you achieve 
these savings. With United, “transit time”’ is at most 
a matter of a day or two, anywhere in the U.S. A. 
With the world’s largest jet fleet, United serves you 
with jets to more U.S. cities than any other airline 
... plus a fleet of fast DC-6 and DC-7 Cargoliners. 


There is much worth knowing about the concept 
of distribution by air as a method of slashing 
distribution costs. To learn more about it, send 
the coupon for our “Air Freight Profit Analyzer.” 
Or, call your nearest United Air Lines office. 




















Si aan Sate aie aaah Si Ai i nh oD Shah Si tah a att nth ag ay ia 
; United Air Lines, Cargo Sales Division 
' Dept. M111, 36 S. Wabash Avenue, Chicago 3, Illinois | 
; Gentlemen: Please send me the new United Air Lines | 
“Air Freight Profit Analyzer.” 
Name 
i ! 
{Title ! 
t I 
Firm 
i I 
1 Street | 
| ! 
| City Zone Ne He Ss ; 
i et 





WORLD’S LARGEST JET FLEET UNI ; ED KNOWN FOR EXTRA CARE 
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These erasers tell their own story 


Both were new this morning. One has been used in the 
course of a busy, efficient workday. The other has been 
overworked—and also used as a desk cleaner, back- 
scratcher and tiddly-wink. Music by Muzak can help 
make the difference in your office. 


Don’t mistake Muzak® with ordinary background 
music. Scientific studies show how Music by Muzak 
diminishes employee boredom, boosts office morale, 
cuts the hidden payroll costs that eat at company 
profits. Muzak Corporation, unlike its imitators, has 
the vast resources and accumulated skill to provide 


“Since the installation of Muzak in our 
Offices we have found our employees more 
productive and we have seen fewer signs of 
employee fatigue and boredom,” states Mr. 
L. J. Koch, Jr., Vice-President of George 
Koch Sons, Inc., Evansville, Indiana, one 
of the country’s leading manufacturers of 
Decorative Metal Furniture and Accesso- 
ries, employing over 400 people. 






music scientifically programmed to the requirements 
of office and factory subscribers. It is psychologically 
designed to fill in the valleys of office or shop routine, 
help prevent daydreaming, ease raw nerves and reduce 
the inevitable tension of every-day work tasks. 


The results are impressive. Your staff becomes more 
energetic, more efficient, less prone to error and time- 
wasting. What Music by Muzak is and how it can be 
profitably put to work for your company are detailed 
in the informative booklet, ‘““Music and Muzak.” Write 
for your free copy today. ; 


Muzak Corporation * 229 Park Avenue South « New York 3, N. Y. an International Subsidiary of Wrather Corporation 


(Circle number 135 for more information) 
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quiet 
automatic 
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desk 
























ELLIOTT INDUSTRIES, INC. 
143 Albany Street, Dept. MM-111, 
2 Cambridge 39, Mass. 


Please send me FREE BOOKLET on Desk Top Address- 
ing with the Elliott 1250A. 


all the lists of people that put life in your business... 
prospects or customers, dealers or distributors, sales- 
men or suppliers. The quick, quiet, automatic Elliott - 
1250A addresser is so compact, it fits on top of a desk. 
The price is compact, too, to fit the business that is not 
big, but busy. Find out about the 1250A now. 


eee eee ee eee ee ee ee ee | 


eee eee eee eee eee ee ee ee ee 







Type of business........ avisin wag oh weeaS eg a re 





ost: 











cena Size of muiling Use. «6 css sus sis vee rey ee evivieweee 

® The Unique Typewriteable Stencil, : : : 
S heart of every Elliott System, saves Address............sssheee eae en dee reensn on eee 
2 : vt poe costs little, gives thousands ee 
of clean impressions. CORT i ok vnccsssc ike eee ZONE. os SOtO. ocisvcteaee 
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Don’t read this 
before going to 


(You may not sleep) 


This is the sad, sad story of the man who 
left no stone unturned—except one. 


He went to bed just as you will do to- 
night. He awoke hale and hearty—and on 
the brink of ruin. 


He had every kind of insurance known 
to man. Fire insurance, use and occupancy 
insurance, liability insurance, and casualty. 
Protected against every loss—except one! 

His office was in a “fireproof” building. 
It conformed with every fire law. It was as 
well protected night and day as the Penta- 
gon. And like the Pentagon, where fire de- 
stroyed 14 truckloads of valuable papers, 
he had a fire! 


Here’s what his business lost through his 
neglect: 


Their customer list and prospect file. 
All current personnel records. 


The company’s current legal corre- 
spondence and tax records. 


All current orders, quotations and 
correspondence. 


The accounts receivable records. 


His own income tax records, data and 
checks; and those of his associates. 


This tragedy is typical of scores. In one, 
a million dollar “fireproof” building fire, 
the walls and floors of the building re- 
mained standing, but thousands of irre- 
placeable records in steel files were turned 
to ashes. 

In another “fireproof” building, housing 
a dozen firms in the title, real estate and 
insurance business, fire destroyed all of the 
essential records of these businesses that 
were filed in non-insulated steel files. 


Moral: In Shaw-Walker Fire-Files your 


bed 


records will be vault-safe, and always ready 
for instant use, even after a fire. Your rec- 
ords will be fire-protected not just at night 
but also during the daytime hours when 
most fires (actually 58% of them) occur. 
Shaw-Walker Fire-Files have a 34-year suc- 
cessful record of performance! 

Fire-Files also pay their cost by saving 
time and space. Hours are saved and so 
is floor space because you eliminate en- 
tirely the need for housing records in sep- 
arate safes or vaults. 


If these words fail to convince you, per- 
haps this one statistic will: 93% of the 
businesses that are victims of a fire are so 
seriously handicapped that 43% of them 
fail. And only the 7% with Fire-File pro- 
tection carry on without costly delay. To 
ignore these facts is business neglect of the 
first order. 


All the information on this subject that 
any business needs is available for the 
asking . . . in the famous 248-page Shaw- 
Walker “Office Guide,” now in its 12th 
edition. Write for it. A program of fire pro- 
tection for your essential records can be 
started for less than $200. 


N.B. Many businessmen have Shaw-Walker 
Fire-Files at home, not only for their own private 
papers but also to protect stamp or coin collec- 
tions, keepsakes, rare books, document collec- 
tions and other valuables. 


GHAW-WALKER 


Muskegon 45, Michigan 
Largest Exclusive Makers of Office Equipment 
Representatives Everywhere 
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Letters 


PROBLEM: HOW TO SHAPE A COMPENSATION PACKAGE 


Sir: The article “How Executives 
Are Compensated Now” in your Oc- 
tober issue certainly outlines the 
most common ways in exhaustive 
detail. The advantages and disad- 
vantages of the 13 methods listed 
are well explained, 

However, the management execu- 
tive responsible for administering a 
company’s compensation policy is 
left without answers to two impor- 
tant questions: Why have so many 
ways of compensating executives 
arisen, and how do you determine 
which of the one or more methods 
is best suited to your company? 

These questions are not really an- 
swered by the article’s statements to 
the effect that companies want to 
reward outstanding performance, 
provide incentives, tax advantages 
or post-retirement protection. 

The trend implied in the article, 
it seems to me, is that companies are 
increasingly being faced with the 
competitive problem of keeping the 
good men they have through “pro- 
motion from within” or finding the 
“best available man” through profes- 
sional executive search. In_ either 
case, the variety or flexibility of the 
compensation package may well be 
the determining factor. 

When and how to use which 
method of compensation is the next 
question which confronts the man- 
agement executive. A_ proliferation 
of ways of compensation used in any 
one company obviously leads to con- 
fusion and dissatisfaction. 

Professional recruiters have 
gained considerable experience in 
these areas over the years in finding 
the best available candidates for 
specific management jobs. 

The article cites various AMA and 
NICB surveys to the effect that cer- 
tain compensation methods are either 
increasing or decreasing in popular- 
ity, that there is a variance between 
practices of large and small com- 
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panies and that the appeal of one or 
other method varies with the age of 
the executive being compensated. 

This is all quite true. What is left 
unsaid, however, it seems to us, is 
that the characteristics of the com- 
pensation package are strongly in- 
fluenced by factors other than pure 
monetary considerations. The  na- 
ture of a company’s business, its size, 
location and stage of growth in rela- 
tion to other companies in the same 
industry and in the same community 
are important factors in determining 
the make-up of the compensation 
package. 

As far as the individual executive 
is concerned, professional recruiters 
have found that the method of com- 
pensation is important, but is not 
necessarily the determining factor in 
keeping or finding the best man for 
the job. The opportunity for greater 
scope to use one’s talents, greater 
authority and responsibility in the 
achievement of company goals, and 
a strong prospect of achieving one’s 
personal career objectives are defi- 
nite complementary factors to any 
compensation methods. 

Experience of recruiters, familiar 
with the requirements of many com- 
panies and individuals, points to the 
fact that painstaking effort is re- 
quired to shape a compensation plan 
which a company can wisely ad- 
minister and afford in terms of in- 
ternal productivity and morale and 
external competition. 


H. ASHTON DUNN, JR., PRESIDENT 
ASHTON DUNN ASSOCIATES, INC. 
NEW YORK, N.Y. 


A new base 
Sir: Your “Executive Compensation” 
article by Charles F. Johnson of 
Dartnell [Oct., 61] is a most signifi- 
cant contribution to business. 

A majority of the hundreds of ex- 


ecutives who relocate each year 
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leasing plans? 





Many companies, attracted to fleet- 
car leasing by the minimum cost 
advantages of finance leasing, note 
the similarity among the various 
plans. The important factor is: who 
can buy new cars for less, sell the 
used cars for more. Only Hertz has 
the extensive nation-wide market- 
ing facilities, experience, and skills 
to get you maximum return. That’s 
why more and more companies are 
now equipping their men with 


brand-new Chevrolets, Corvairs, or 
other fine cars, under a Hertz 
Finance Lease Plan. (Note: Many 
companies find a Hertz Full Main- 


tenance Plan—profiting from 
America’s most complete leasing 
operation —is best for their needs. ) 


Use coupon below for preliminary 


=p . 


ss ° 
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HERTZ 


CAR LEASE 


HERTZ FLEETCAR LEASING, 

Att. H. F. Ryan, V.P. 

The Hertz Corporation, 660 Madison Ave. 
New York 21, N. Y. Dept. C-11. 


Maan aa) H 
Please send me your new fleetcar leasing 


NAME 





POSITION a 


ee 


ADDRESS —— 





CITY & STATE 





NUMBER OF CARS OPERATED. 


(Circle number 123 for more information) 








facts about all Hertz Fleetcar Leas- 
ing Plans. 
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in 2350 communities 
within the heart of 
industrial America: 


INDIANA + MICHIGAN - OHIO 
KENTUCKY + WEST VIRGINIA 
VIRGINIA - TENNESSEE 


American Electric’s “‘shopping 
center’’ furnishes up-to-the- 
minute information on labor, 
raw materials, neighboring in- 
dustries, taxes, water, trans- 
portation, recreation, living 
conditions and all other im- 
portant factors. 


This free service locates the 
prepared site or available 
building with the right com- 
bination of plant-site factors. 


For more information or free 
brochures, ‘‘Power and Natu- 
ral Resources’’ and ‘Plant Lo- 
cation,’’ write or phone, in full 
confidence, to Mr. Lee L. Davis, 
Vice President, Area Develop- 
ment, Dept. R-11, American 
Electric Power Service Corp., 
2 Broadway, N.Y. 8, N.Y. 


————_(Aara—— 


AMERICAN ELECTRIC 
POWER SYSTEM 


An Investor-Owned Public Utility 
2 Broadway, New York 8, N.Y.—HA 2-4800 


(Circle number 102 for more information) 
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through the use of our services do 
so ostensibly for “better opportu- 
nity.” But, it is significant that many 
of them get initial increases upwards 
of 25% more. For many, it means 
starting upward on a new base in- 
stead of crowding the top of their 
old range. 

Many of their employers can ill 
afford to lose these men. Only the 
largest companies can have key per- 
sonnel in depth. In many cases, the 
former employers not only lose a 
man who is capable in his field, but 
they lose the experience he has 
gained in their business. 

As Mr, Johnson says, too, there is 
a growing shortage of executives. 
World War II and the Korean con- 
flict diverted thousands of men from 
normal business pursuits. This will 
intensify in the next ten-year period. 

A young executive who intends to 
make his mark in the world should 
double his income every seven to ten 
years. Just out of college at 20, he 
can expect $5,400. Doubled at 30, 
he would have $10,800 and_re- 
doubled at 40 would bring him 
$21,600. But, to do this, he must per- 
form well enough to get 8% to 10% 
increases every year—and his em- 
ployer must recognize his good work 
with such increases or run the risk of 
losing him. 

There are two observations I 
would like to add to Mr, Johnson’s 
on the higher percentage relation- 
ship of executive salaries to the 
president’s in firms with annual gross 
sales under $5 million. 

One of these points is that 
such an executive usually operates 
without the supporting staff which 
larger firms have. Therefore, he has 
to be a better all-around performer. 
The other is that because many 
smaller companies are family com- 
panies, the president’s post may be 
held by a family member while the 
other executives actually run the 
operation. 

We like to see key men advance 
within their own companies. Un- 
fortunately, many companies, look 
“too late” at their total “too little” 
compensation structure. They can’t 
save a good man by raising his pay 
without causing repercussions. That's 
why Mr. Johnson’s article can be 
such a_ significant contribution to 
business . .. if business will but heed 
the warning. 


RICHARD D, GLEASON, PRESIDENT 
RICHARD B. GLEASON ASSOCIATES 
CHICAGO 


Value analysis 


Sir: I was very much interested in 
reading about the cost cutting pro- 
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Earn this high rate 
of dividend and get 
one of these valu- 
able free gifts 
. .. from this mod- 


ern 53 year old 
Association. Save 
by Mail... and we 
will handle all 
details for you. 


MONEY IN BY nate 
THE 1Sth EARNS 
FROM THE Ist! 






POLAROID CAMERA KIT 

‘ z Free with $3,000 Account 

-*® G.E. CLOCK RADIO 
“Free with $1,000 Account 


G.E. ALARM CLOCK aah 
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for $100 or more. x $ 
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visual control 


Simple — effective —flexible, utmost legi- 
bility, maximum ease in arranging and rear- 
ranging, no fuss to make corrections, perfect 
color coding. Well designed—no extras 
needed. Each unit is complete with all the 
elements for the user to create his custom 
layout. $49.50 F.0.B. Plant. 


Write for free literature! 


Memo EF "lex * Division, 


515 Bannock Street, Dayton 4, Ohio 


*Trade Mark Garrison Machine Works, Inc., Pat’d. Pend. 


(Circle number 134 for more information) 
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gram underway at Allis-Chalmers, as 
described in your recent article on 
value analysis. [“Value analysis 
makes cost cutting work,” Oct. 61] 

The Sperry Gyroscope Company, 
like many other companies in the 
military electronics business, has 
been very much aware of the profit 
squeeze and competitive atmosphere 
of our market that has developed 
during the last half dozen years. 

This awareness manifested itself 
in the organization of an intensive 
across-the-board cost reduction ef- 
fort. One part of this program is 
directed towards product costs and 
is organized as “value analysis.” 

The technique was first employed 
on a product that had a considerable 
manufacturing history. At the end of 
three months, about $100,000 of cost 
saving ideas came out of this value 
analysis study. A report explaining 
the concepts of value analysis and 
the results was sent to top manage- 
ment. 

When it became apparent that 
value analysis could do a cost reduc- 
tion job on our products with re- 
sults far beyond what we had been 
getting, top management decided our 
operations would benefit from a for- 
mal program set up in each division. 
The office of value analysis adminis- 
trator, a staff position, was estab- 
lished. This position reports to the 
vice president for manufacturing, 
which is also a staff position, who 
reports to the executive vice presi- 
dent. 

The task required approximately 
one year to complete. Today each 
Sperry Gyroscope division has _ its 
own program administered by divi- 
sion personnel. The divisions employ 
value analysis teams that include 
representatives of purchasing, manu- 
facturing, engineering and quality 
control. These specialists are tem- 
porarily re-assigned to do value an- 
alysis work. 

We have encountered no serious 
limitations. Good results have been 
obtained on high quantity commer- 
cial products as well as low quantity 
military products. We have applied 
value analysis to hardware and new 
product designs, with returns vary- 
ing from 3 to 1, to 40 to 1. 

During the first 12 months of this 
program we have achieved savings 
of $1.5 million. In the next 12 
months, we expect to triple these re- 
ductions in product cost as additional 
methods for cutting waste at the de- 
sign stage are applied. 


DAVID FRAM 

VALUE ANALYSIS ADMINISTRATOR 
SPERRY GYROSCOPE Co. 

GREAT NECK, N.Y. 


NOVEMBER 1961 











Long-range community development will 
make your new plant in Santa Clara County, 
California a secure, profitable investment. 


Thinking years ahead is a basic element of plant-site 
selection. Many firms such as IBM, who are thinking 
ahead, have chosen this progressive area as the ideal 
location for their new plant. 


Plant-site teams are impressed with the Master Plan 
for Santa Clara County where the forecast for com- 
munity expansion is now projected to 1985. This pro- 
gram is continuous. Planners regularly review their 
forecasts to insure an orderly development. 

THINK! Productive all-year mild climate... prom- 
ising talent from excellent colleges and universities 
... good business climate ... manufacturing, educa- 
tional, and research center of the West... strategic 
location at the southern tip of San Francisco Bay. 
This is Santa Clara County. 


Wherever you move, look at the community growth 
plan first. Experts who counsel industries on plant-site 
planning are quick to confirm this advice. 


Before you decide, “Think 1985” and look at Santa 
Clara County, California. 


Santa Clara County 
PLAN AND FORECAST FOR 1985 


Send today for your free copy of this in- 
formative brochure. The important facts it 
contains are presented to assist you ina 
scientific approach to plant-site selection. 





GREATER SAN JOSE CHAMBER OF COMMERCE 
DEPT. 1F, San Jose 13, California 


(Circle number 167 for more informatien) 


1BM General Products Division in San Jose, California . . . Voted ‘One of America’s 10 most beautiful plants.” 
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Compact and inexpensive, it can be placed wherever copies are needed. All-electric, anyone can 
operate it. And, it is fast—copying almost anything printed or written in just 4 seconds! 

Speeding information through letters, memos, meeting reports, is one of the most im- 
portant communications jobs a “Thermo-Fax”’ Business Machine can do for you. Copies are 
sharp and clean on white, bond-weight paper. No longer is the slow, subject-to-error carbon 
paper process necessary. 

And, the versatility of the ““Thermo-Fax’”’ Business Machine doesn’t stop there. It makes 
the ‘“‘short note reply’’ possible—now you can answer a letter with a marginal note on the 
original, keep the original and send a copy to the writer. It addresses gummed, perforated 
mailing labels. The ‘““Thermo-Fax” Business Machine also laminates—protecting and beautify- 
ing important papers in plastic film. These and other recent applications make the ““Thermo-Fax”’ 
Business Machine the most versatile business machine in the business world. 
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MAKE US PROVE IT! 


MAIL THIS CARD 
TODAY FOR MORE 
INFORMATION 


See for yourself why 
the ‘““Thermo-Fax” Brand 
Copying Machine is 

the most versatile 
business machine in 

the business world 


® 


At no obligation, I’m interested in information about 
the ways “Thermo-Fax’”’ Brand Copying Machines can 
speed, simplify, and cut costs on the jobs I’ve checked. 


General Copying Statements Projection Transparencies 
Addressing Labels Paper Masters Systems Copies 
Laminating [ ] Checkif younowusea “Thermo-Fax’’ Copying Machine. 


Name 
Title 
Firm 
Address 


City Zone State 





MAKE US PROVE IT 


LT Learn how we can 
hepato help you speed your 
wilattonaid communications 
| ith a Teagan 
: Copying Machine 
because it 
does more jobs 
than any other! 


Postage will be paid by: 


MINNESOTA MINING AND 
MANUFACTURING COMPANY 
DEPT. DCP-111 


ST. PAUL 6, MINNESOTA 
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for as little as 2¢ 





‘liminate making carbon copies of 
nany office communications. Now 
ou can make up to 25 sharp, clean 
opies on stationery weight white 
aper in seconds for as little as 2¢ a 
opy. This same versatile paper can 
e bound into any office form and 
ive you sharp smudge-proof copies. 
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The quickest way to inform and train 
people. “Thermo-Fax” Business 
Machines make ready-to-project 
transparencies from the originals in 
seconds, for pennies. Transparencies 
can be shown immediately on a 
“Thermo-Fax”’ Overhead Projector... 
changes made up to the last minute. 


“— : 
Set £3 e* 7 oy a Ms 
Her wasters 


**Thermo-Fax”’ Paper Masters make 
short run reproduction possible 
without specially trained personnel 
to prepare the paper masters. At the 
touch of a button, the ““Thermo-Fax’”’ 
Business Machine turns out Paper 
Masters for as little as 12¢, ready 
for the press in 30 seconds. 


5 reputation of the 3M Company stems from years of research 


n this field. 3M has studied the communications and paperwork problems of many major industries. 3M has recom- 

nended programs that solved their problems. Many of these programs are in booklet form and available on request. 
Your local dealer for ‘‘Thermo-Fax” Products, too, is experienced in speeding and simplifying communications 

n a wide variety of businesses. He will be happy to study [PR hi om we PE ce ® 

our own communications problems and make a recommen- _—f ; 2.4 

lation. For more information on speeding and simplifying oe oe - 

Our communications, mail the postage-paid reply card. o:¢ 2 se MAC nee 





THE TERM “THERMO-FAX” IS A REGISTERED TRADEMARK OF 3m COMPANY 





Yours for the asking 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


Vv 
Market penetration 
“How to increase your sales 
through total market penetration” 
is a fact-filled booklet distributed 
by Direct Mail Creation Produc- 
tion Associates, Inc., Toledo. 
The booklet shows how care- 
fully selected mailing lists and 
planned, creative, direct mail cam- 
paigns can cut the costs of per- 
sonal sales calls. 
_ For your free copy of this 38- 
page booklet, circle number 241 
on the Reader Service Card. 


Vv 
Gift giving 

How to take the guesswork out 
of. Christmas gift-giving for cus- 
tomers or employees is outlined in 
this presentation folder. Basically, 
all the busy executive has to do 
to order a gift, under the Auto- 
mated Gift Plan, is mail a card. 


For your copy of the 12-page 
folder, circle number 246 on the 
Reader Service Card. 


Vv 
Industrial market research 
This booklet, published by Den- 
ham Research Institute, Detroit, 
describes the methods used when 
researching industrial markets. 
Short histories are given of differ- 
ent types of marketing questions 
that Denham has answered. 


For your free copy of “How do 
you find the right one,” write on 
company letterhead to Industrial 
Market Researchers, 931 Book 
Building, Detroit 26. 


Vv 
Audio-visual guide 

This 36-page amply illustrated 
booklet gives hints and techniques 
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for audio-visual presentations. 
Some of the many areas covered 
are the problems of projection 
materials, lighting, room shape, 
seating, screens, sound, and pro- 
jector lens variation. The booklet 
is published by the Radiant Man- 
ufacturing Corp., Morton Grove, 
Ill. 


For your free copy of “Audio- 
visual guide to better projection,” 
circle number 243 on the Reader 
Service Card. 


b 4 
Packing and shipping 

“20 tested methods to improve 
packing and shipping operations” 
is a booklet prepared by Better 
Packages, Inc., Shelton, Conn. 
The 20 ideas show how to make 
day-to-day shipping operations 
quicker and easier. 

For your free copy of this amply 
illustrated booklet, circle number 
235 on the Reader Service Card. 


Vv 
Air cargo chart 

Delta airlines offers an “Air 
cargo service selection chart.” The 
chart will tell you at a glance the 
most economical: way to ship by 
air. All you need know is the 
weight and distance in order to 
select the proper air shipping 
service: air parcel post, air express 
or air freight. 


For your free copy of this ship- 
ping aid, circle number 255 on 
the Reader Service Card. 


Vv 
New plant location 

This colorful and well illus- 
trated brochure gives facts about 
the metropolitan St. Louis area as 
a possible plant site. The 19,000 
square mile area described in- 
cludes a large part of Missouri 
and portions of Illinois and Iowa. 


For your free copy of “Metro- 
politan St. Louis,” circle. number 
251 on the Reader Service Card. 





WORTH PAYING FOR... 


Manager development: principles and perspectives .. . 


re-exam- 


ines, evaluates, and projects the needs and opportunities for the educa- 
tion and self-improvement of managers. Authored by George C. 
Houston, 299 pages, $9.35. Order from Richard D. Irwin, Inc., 


Homewood, IIl. 


New 1961 minimum wage law—with explanation ... is an impar- 
tial guide to the new minimum wage rules that affect employers and 
employees. Authored by the editorial staff, Commerce Clearing House, 
Inc., 128 pages, $2. Order from Commerce Clearing House, Inc., 4025 


W. Peterson Ave., Chicago 46. 


Psychology of personnel in business and industry, third edition . . . 
meets the current demand for more solutions to the human problems in 
business. This edition has been revised and updated. Authored by 
Roger Bellows, 473 pages, $10. Order from Prentice-Hall Inc., Engle- 


wood Cliffs, N.J. 
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th the formation of Ingersoll-Rand Financial Corporation, wholly owned 
ysidiary of Ingersoll-Rand Company, we are now prepared to provide 
dit to both buyers and sellers of heavy durable goods or to those who 
sh to lease such equipment. Ingersoll-Rand Financial Corporation will 
vide working capital to manufacturers or their distributors and will 
erate in industry . . . throughout the world. The company plans to be 
‘ive in the accounts receivable field and will be interested in purchasing 
rtions of portfolios in participation financing. 


Ingersoll-Rand Company has been a leader in the manufacture of heavy 
rable goods for industry and construction for nearly a century. This highly 
rersified industrial know-how and proven business acumen is your extra 
ridend in getting your working cash from the Ingersoll-Rand Financial Cor- 
ration. We feel uniquely qualified to offer sound business counsel and tech- 
‘al advisory aid in preparing a finance plan tailored to your individual needs. 


In adding Money to its service to industry Ingersoll-Rand gives evidence of its faith in the 
future economy of the nation as well as of the entire free world. 
Inquiries regarding the credit or leasing facilities of Ingersoll-Rand Financial Corporation 


are welcome, and will be answered promptly. 


Ingersoll-Rand Financial Corporation 


11 BROADWAY, NEW YORK 4, N. Y. » 


subsidiary of INGersoll-Rand 


(Circle number 177 for more information) 


A new product from Ingersoll-Rand: MONEY 


ACCOUNTS RECEIVABLE 





A FEW INGERSOLL-RAND 
FINANCIAL CORPORATION BENEFITS 






PARTICIPATION. FINANCING: 















Longer terms of credit 

Working capital through assignment of 
accounts receivable 

New equipment without using working capital 
Means of leasing equipment 

Money for firms that cannot get bank funds 
or enough bank credit 

Money for use in connection with Government 
lending agencies 

Money for unusual or rapid growth 
Ingersoll-Rand know-how (business and technical 
advisory aid) 

Faster purchase decisions (less lost sales) 
Meeting seasonal requirements 

Immediate benefits from new equipment 
Attractive terms 

Low cost 


HAnover 2-6502 








Are hidden paperwork costs 


Top management is often unaware of where the real expense in paperwork lies, a 


recent survey shows. That’s why it is difficult to curtail spiraling costs. This 


article suggests some areas to check, and some cost cutting steps you can take. 


mee You cant begin 
to bring your paperwork costs 
under control until you pinpoint 
your total paperwork expense— 
the hidden costs as well as the 
obvious ones. 

The sad fact is that many com- 
panies don’t know the full extent 
of their paperwork costs. That’s 
the finding of a recent survey. 
Since they are unaware of where 
the real cost—or waste—lies, these 
companies can do little toward 
cutting paperwork expense down. 

When firms err in measuring 
paperwork costs, it’s usually be- 
cause they're examining only part 
of the cost; the costs incurred by 
clerical salaries, time spent on 
producing and processing paper- 
work, money for supplies, etc. 

But waste often lurks in the 
indirect cost of paperwork. The 
indirect cost frequently equals or 
surpasses the apparent cost. 


Indirect costs 

Where are the indirect costs? 
Look at it this way. 

Paperwork is actually nothing 
more than communication. If this 
communication—or information— 
is slow, incomplete or inaccurate, 
some business operation suffers. 
Paperwork has caused a problem, 
a cost problem. For example: 
Paperwork problem. A food man- 
ufacturer couldn’t decide whether 
to continue producing what 
looked to him like a marginal 
product. His cost accounting 
methods at the time could not de- 
liver the information he needed to 
make his decision. He had to wait 
until consumer demand made his 
decision for him—discontinue the 
product. 
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Paperwork problem. A manufac- 
turer of steel products was having 
continual problems in production. 
The production manager wasn't 
able to control production bottle- 
necks because his job progress re- 
ports arrived too late for him to 
correct the trouble. 
Paperwork problem. A manufac- 
turer of gears reported that his 
problem was in getting produc- 
tion jobs started in time. Delays in 
purchasing, receiving and inspec- 
tion paperwork operations were 
holding up orders for production. 
Production efficiency suffered. 
The indirect cost of paperwork 
occurs, therefore, when some 
other operation is crippled by 
faulty communications. 


Direct costs up, too 

The high cost of paperwork is 
due in part to direct costs—such as 
clerical jobs performed in the 
plant as well as in the office. 

There’s clear evidence that 
paperwork is increasing, and with 
it, cost. The Bureau of Labor Sta- 
tistics, for instance, reports that 
for the first time in the history of 
this country, white collar workers 
now outnumber blue collar work- 
ers. There has been a fivefold in- 
crease in white collar workers 
since 1940, while production em- 
ployees have only doubled. 

For many firms, direct paper- 
work costs have become as impor- 
tant as direct labor costs. 


Any progress? 


To find out what progress is 
being made in controlling paper- 
work cost, Mayne Associates, an 
Indianapolis management  con- 
sulting firm, conducted a survey 


of top management in Indiana 
businesses. Although the survey 
was limited to one state, Mayne 
Associates states that the findings 
are similar to those uncovered by 
nationwide surveys. 

Here are some of the results. 
= 91% of the top executives cov- 
ered expressed some dissatisfac- 
tion with their companies’ prog- 
ress in paperwork. (56% stated out- 
right that they were dissatisfied, 
while 35% noted only partial satis- 
faction with paperwork progress.) 
= 46% replied that they need bet- 
ter information—faster. 
= 79% stated that they were doing 
something right now to cut office 
costs. (Office costs were defined as 
the total expenses involved in 
processing paperwork throughout 
the company, not merely in tra- 
ditional office areas.) 

But a paradox showed up in the 
survey. Mayne Associates asked 
whether any firms actually knew 
their paperwork costs, and 63% 
said they did. When asked how 
much they were, these firms stated 
that paperwork costs averaged 
4.2% of sales, and 4.7% of all costs. 

These figures were so far below 
the national averages that Mayne 
Associates thinks even this 63% 
does not know its true paperwork 
cost. Therefore, whatever they are 
doing to improve paperwork 
methodology, they are bound to 
overlook some key areas. 


Barriers to progress 

It's clear that simplification 
and/or mechanization of paper- 
work is the key to keeping costs 
in line. 

While improvements can almost 
certainly be made in the office, 
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draining your profits? 


probably the greatest rewards will 
come when production, inventory 


control, sales and marketing 
paperwork is smoothed out. That's 
what 66% of the respondents 
stated. 


But there are barriers to im- 

provement. Among them: 
Salesmen. Office equipment sales- 
men and systems men are most 
familiar with offices procedures. 
Frequently, the survey showed, 
they do not seem to have the 
background or experience neces- 
sary to suggest major communica- 
tions improvements in manufac- 
turing, inventory control, sales, 
etc. (This, by the way, could be a 
tipoff to office equipment manu- 
facturers and suppliers.) 
Responsibility. Cost cutting pro- 
cedures usually are left to the re- 
sponsibility of the accounting de- 
partment, according to 63% of the 
respondents. Since this group is 
largely removed from either sales 
or manufacturing, it can do little 
to implement changes or improve- 
ments in these areas. 
Knowhow. There is a lack of tech- 
nical knowhow, among the com- 
panies polled, in new methods and 
equipment to use in a given situa- 
tion. Frequently, progress is 
blocked because no one knows the 
right tool for the most efficient 
job. Says one expert, “The field of 
office equipment is changing as 
fast as the missile industry. A spe- 
cialized knowledge of systems or 
electronics is often needed.” 

Significantly, companies that re- 
ported satisfactory progress in 
cutting paperwork costs were 
those which placed well trained 
systems people in charge of the 
programs. 

Time. Time is as necessary as 
knowhow to improve paperwork 
operations. It is difficult for an in- 
dividual who is tied down to the 
daily operation of business to free 
himself sufficiently for the proper 


study of improved operations. 
Similarly, part time study of 
paperwork problems seldom 


proves successful. 
Departments. The survey showed 









WHAT THEY SAID 





Here are some of the key results from a survey of top 
management in Indiana businesses. These findings are 
typical of firms across the country, according to Mayne 
Associates, which conducted the survey. 


Where is the most common source of waste in paper- 
work? 















Inefficient procedures 


Duplication of effort 
Time spent on unused reports 


Work standards 


Communications 


CMG ck sees 
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In which areas do you expect simplification or me- 
chanization of paperwork to bring 
progress in controlling costs? 


the greatest 


Production and inventory control ..... 


Sales order processing ......... nant 18% 
Marketing analysis .....cccsevcvecs + 0). ee 
NS. 3 ab date vlan ee ed cinvn ¥aeke tec 
General Accounting ...... are erry ee C 
Payroll and cost accounting .........+.+- .  o' 










Budgets and forecasting .........+++++-. 4% 


In your company, who is in charge of paperwork costs 
and improvements? 


Treasurer-controller 


“eee eeowereree eevee 


Cisco MONEE ss vie oe Chae eens ae 





Systems department 


Others 


66:0 08 0 &@ © 6 b 6.20 6 8. 8.8.69. © Bo 8.456.259 


NOVEMBER 1961 


21 





Osavinzie mm Ve-leme Slal=s-e 


"SAFE-GUARD" 


Unites Vp 
* ee, 

united Var Lites Mm L I ‘| \ 
a ZN 
oe My (0 ie 


the moving Aowice thot 


@#@e@e@eee7u4ueove#ese?e eeee0ee3seseeteerteeeseseetetettete& @ @ 














~ 















makes | FRAGILE | Aticeona 


eRe RAAT Te PO Me, eoeeeees§#eeee#es#eeee @ 


UNNECESSARY 


“HANDLE WITH CARE” reminders are never needed on United 
SAFE-GUARD shipments. The United Agent takes special pride in pro- 
tecting every article entrusted to him. His Sanitized* vans, custom- 
equipped with cushion-soft padding and manned by well-trained crews, 
turn this pride into practical advantages for you. 





When you’re planning to move exhibits, electronic devices, office 
equipment or machines—any fragile, high-value commodity—get the 
safety, convenience and personalized care that only SAFE-GUARD Mov- 
ing Service provides. Call your United Agent today! He’s listed under 
“MOVERS” in the Yellow Pages. 


Osavig-ie mn Vs-lam Slalex> 


MOVING WITH CARE EVERYWHERE® 


INTERNATIONAL HEADQUARTERS e ST. LOUIS 17, MO. 


"REG US. PAT OFF 
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that departmental barriers must 
be eliminated if any improvement 
program is to be effective. One 
suggestion for optimum results is 
to place a corporate officer in 
charge who can cut across de- 
partmental lines of authority. 

Another method is to form a 
committee of department heads. 
Co-ordinated work of the entire 
committee can eliminate depart- 
mental barriers. 


What’s being done 


Among the responding firms, 
79% reported they were taking ac- 
tion to cut paperwork costs. The 
minimum reported savings, per 
year, was $1,000. The maximum 
reported was $55,000, with an 
average annual saving among this 
79% of $19,300. 

These were all savings in direct 
paperwork costs. 

What the possible savings are 
in indirect paperwork costs _ is 
anybody's guess. Here are a 
couple of examples of firms that 
have taken steps to cut the hidden 
waste. 

a Stokely-Van Camp, Inc. has in- 
stalled a new high speed order 
processing system. It has reduced 
order processing time by 40%. The 
system provides faster service and 
improved cash flow—and the com- 
pany estimates it is saving $55,000 
annually. 

s» The Buehler Corp. has improved 
deliveries by simplifying and 
mechanizing its material procure- 
ment operations. The company 
estimates a $63,000 saving. 

A clue to the size and impor- 
tance of savings in indirect costs 
lies in the fact that 46% of the 
firms polled felt that top manage- 
ment did not receive adequate in- 
formation fast enough to operate 
efficiently. That’s the crux of the 
hidden waste problem. 

Through modern technology, 
better, faster and cheaper ways 
are being devised to improve busi- 
ness communications. 

But it can be a costly mistake 
to assume that mechanization it- 
self is a solution to communica- 
tions problems. There is nothing 
more foolish or expensive than to 
mechanize a poor system. 

The first step to be taken, re- 
search shows, is to simplify pro- 
cedures and reports. At the same 
time, it could be wise to check 


why each piece of work is being 
done at all. 

Many economies are possible 
without mechanization. Switching 
from routine reports to exception 
reports is one. (Exception reports 
omit the routine detail carried on 
many weekly and monthly reports, 
and spotlight only the variances 
from the norm.) Another economy 
is to combine forms. Unnecessary 
postings might be eliminated. And 
something as elementary as simpli- 
fying the routing of communica- 
tions can help cut time wastes. 

Mechanization should not be 
used, say the experts, until paper 


handling systems have been 
streamlined down to their essen- 
tial functions. 

There’s no question that well 
trained systems men can help 
bring about the largest savings. 
Very large companies indicate that 
they have staff analysts who are 
responsible for cutting the waste 
from paperwork. 

Medium-sized and smaller com- 
panies, which normally cannot 
afford full time systems men, have 
achieved good results from having 
a consultant come in to work with 
treasurers, controllers, office man- 
agers and department heads. = 








© That was fast, Miss Evans... 
how do you do it 


FILE IT... FIND IT 


when you need it...without delay! 


Ideal for your personal desk or one-drawer file. Contains 
filing plan instruction sheet; 25 A-Z primary guides, 
green; 25 A-Z miscellaneous folders, red; 100 Tuftear 
manila folders; 250 Fanfold gummed folder labels, buff; 
2 cross reference sheets and an ‘‘out"’ folder. Now on 
. or write The Globe- 


sale at your G/W stationer . . 
Wernicke Co., Cincinnati 12, Ohio. 
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Flow to get the tdeas you need to 
LARN MORE PROFITS 


Nothing happens in business till a thought- 
ful man takes a practical idea, gets people 
behind it and makes it work. Then profits 
result. Here is a new source of the kind of 
ideas that will make your company grow 
more profits. 


} OU CAN NOW PROFIT from what is probably 
the best existing source of management 
ideas and information. 

You can profit in this way at very low cost 
and without investing much of your time— 
without even leaving your desk if you choose. 

This new source of ideas is called the Busi- 
ness Management Council. If you are a_ busi- 
nessman who operates where the stakes are high 
and the value of sound information is priceless, 
you are invited to become a Charter Member 
of the Business Management Council, and avail 
yourself of its eight basic services. 


Action Ideas 

One service is a regular supply of Action 
Ideas. These are concise and clearly written 
communications containing the kind of solid 
management information you can put your 
faith in. Each Action Idea advises a_ specific 
course of management action. It tells what to 
do to solve a specific kind of management 
problem, then in concise detail it spells out 
how—in problem areas like planning and _ per- 
sonnel, marketing and taxes. 


Consultants’ Roundtable 

All of this solid information comes to you 
from an unquestionable source: prominent 
authorities who have joined hands to form the 
most distinguished panel of management ad- 
visors ever before assembled as a working body. 
Because they are all eminent management con- 
sultants, we have called them the Consultants’ 
Roundtable of the Business Management 
Council. 


Charter membership in BMC puts you in 
direct and continuing contact with the Con- 
sultants’ Roundtable. You profit from the 
creative ideas of these management authorities, 
as well as their years of experience. 





Members of the Consultants’ Roundtable 

Dr. H. B. Maynard 

President of Maynard Research Council, originator 
of MTM, editor of Top Management Handbook, 
President of ACME 


Dr. Lillian M. Gilbreth 

The First Lady of Management, eminent manage- 
ment pioneer and consultant, author, speaker, in- 
dustrial psychologist 


Mr. Phil Carroll 

Practical minded management engineer, author of 
seven management books, numerous articles, spe- 
cialist in smaller business 


Mr. Robert C. Taundle 

Forward thinking President of Trundle Consultants 
who refined the marginal income method of control, 
Vice President of AMCE 


Col. Lyndall Fawnes Urwick 

Chairman of Urwick, Orr & Partners Ltd., awarded 
1961 Gantt Gold Medal by American Management 
Association and ASME 


Mr. Robert N. White 

Vice President of Barrington & Company, one of 
the largest, best respected management consulting 
firms in the world 





Face-to-Face Contact 

Most of the idea material comes to you by 
mail, right to your office. But if you choose you 
can maintain face-to-face contact with the Con- 
sultants’ Roundtable. Private membership meet- 
ings will be held on a continuing schedule in 
cities across the country. Problems of your 
choice will be analyzed in small group sessions 
where the management experts add their think- 
ing to yours. 

The Business Management Council has been 
formed by the people who publish Business 
Management magazine, working with some of 
the country’s best management authorities. 

Charter membership invitations, detailing 
the full privileges and services of BMC, are 
being mailed this month to a select group of 
Business Management readers. If you would 
like to receive one of these invitations, address 
a note to the Business Management Council... 
or simply circle number 179 on the Reader 
Service Card in the back of this issue. You will 
commit yourself to no obligation, of course. 


BUSINESS MANAGEMENT COUNCIL, Inc. 


22 west putnam avenue GREENWICH, CONNECTICUT 























BUSINESS MANAGEMENT 


Soin. 














SHERA 
(FORMI 
PLAZA 
HAWA 


NOVE 





the osama name in 


HOTELS 





SHERATON: 


MORE OF EVERYTHING 
CLOSE TO EVERYTHING 


DETROIT 


THE SHERATON 
CADILLAC 
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“al skilled chefs in the gala B Book Cuil 
Town Room and Motor Bar 
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inthe Cafe Caprice, Bantam 
Bar and Motor Bar 
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free TV and radio, free Family Plan 

(children under 14 free in the same 
room with adult) 


Aa 
vv 


1200 spacious, gracious, 
air-conditioned rooms 


EXTRA! EXTRA! 


Sheraton confirms the rate and room 
in 4 seconds via RESERVATRON, 
Sheraton's exclusive electronic 
computer. Call your nearest Sheraton 
Hotel or reservation office. 
—>O_=—_) OS 

















OTHER | LUXURY SHERATON HOTELS COAST TO COAST IN THE U.S.A., IN HAWAII, IN CANADA, AND OVERSEAS: WASHINGTON: 
SHERATON-CARLTON & SHERATON-PARK « NEW YORK: SHERATON-EAST (FORMERLY THE AMBASSADOR) e LOS ANGELES: SHERATON-WEST 
(FORMERLY THE TOWN HOUSE) CHICAGO: SHERATON-BLACKSTONE & SHERATON-CHICAGO e DALLAS: SHERATON-DALLAS « BOSTON: SHERATON- 
PLAZA « BALTIMORE: SHERATON-BELVEDERE « PHILADELPHIA: SHERATON HOTEL e PASADENA: HUNTINGTON-SHERATON « HONOLULU: ROYAL 
HAWAIIAN e MONTREAL: SHERATON-MT. ROYAL. Sheraton shares are listed on the New York Stock Exchange. Diners’ Club card honored for all hotel services. 
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AMERICAN COMBINES THE OLD-FASHIONED VIRTUES 
WITH THE MOST MODERN EQUIPMENT 


“OFT ETET EE 


American Building Maintenance Co. believes in 
streamline techniques (we use only the most 
modern equipment, the most carefully tested 
supplies). But we believe in the old-fashioned 
virtues, too. All our workers have been selected 
for their honesty, thoroughness, dependability— 
as well as their experience and skill. You can de- 
pend upon them to start the job when they’re 
supposed to, finish it when they’re supposed to— 


4 


AMERICAN BUILDING 








SERVING MORE THAN 70 CITIES THROUGHOUT THE UNITED STATES AND CANADA—WITH LOCAL LABOR AND LOCAL MANAGEMENT 


with strict attention to the thousand and one de- 
tails that make up our expert maintenance service. 

Old-fashioned virtues are just a few reasons 
why ABM (The Giant Janitor) has become the 
world’s largest building maintenance service. 
We would be glad to give you an estimate—with 
no obligation on your part, only ours. Write: 
335 Fell Street, San Francisco 2, California. Or 
consult your local telephone directory. 
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Manager asks expert plan fits 


by Dr. Robert N. McMurry 


CAN I STOP PLAYING SANTA CLAUS TO CUSTOMERS? 


Question: What is the current 
attitude in business toward Christ- 
mas business gifts? Frankly, I’ve 
never liked the practice. We've al- 
ways given purchasing agents and 
other key people who buy from 
us small token gifts at Christmas, 
but some of our competitors make 
us look like pikers. I'd like to drop 
the whole idea of Christmas gift 
giving in business, but I wonder 
if there is any general grounds for 
an opinion similar to mine? 


Answer: American business seems 
to be coming of age with regard 
to the ethics of lavish gifts or 
entertainment. Many _ organiza- 
tions have stopped giving any 
Christmas gifts at all, and quite 
a few companies now have firm 
rules prohibiting their executives 
from accepting more than token 
gifts. 

Certainly a tasteful Christmas 
greeting to business friends is still 
in order—a card conveys the mes- 
sage very well—but lavish gifts are 
definitely out. 

Some companies like to add a 
token gift to say thank you to their 
customers—particularly one which 
will be used throughout the year 
and which will offer a reminder 
of the company and/or what it 
has to sell. A calendar, or an ap- 
pointment book which carries the 
executive's name fall in this cate- 
gory. So do inexpensive samples of 
the company’s consumer products 
or little models related to indus- 
trial products. 

On the other hand, a case of 
liquor or some other fancy per- 
sonal gift does not fit in this pic- 
ture, and those who send them are 
the real Scrooges of the Christmas 
season. They wish to make each 
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purchasing executive personally 
indebted to their company. Such 
gifts create a very real conflict of 
interest for the recipient. 

I presume you have sufficient 
faith in your company and its 
products to want them to be 
judged on their own merits. You 
prove your pride in them by re- 
fusing to stoop to buying personal 
goodwill. 

Most of your customers will buy 
more from you if they are con- 
vinced that you are honest, ethical 
and above-board in all your deal- 
ings. You can gain and be sure to 
keep that reputation in only one 
way—by avoiding all kinds of 
shady deals, including passing out 
lavish Christmas presents. After 
all those customers of yours aren’t 
fools—they know full well some- 
body has to pay for those fancy 
gifts. They stopped believing 
otherwise at age six. 


CAN PART-TIMERS BE 
MADE PART OF THE TEAM? 


Question: What's the best way to 
integrate part-time workers into 
the overall operation. Sometimes 


Which 





Nationaliease 


your 
trucking 


needs? 








GOT A PERSONNEL 
PROBLEM? 


Send it for treatment (your 
anonymity preserved, of 
course) to: 


Manager asks expert, 
c/o Business Management 
22 W. Putnam Ave., 
Greenwich, Conn. 





® THE CHANGE-OVER PLAN 

We take over all of your present truck 
and maintenance problems, help you 
reorganize your truck facilities and per- 
sonnel. We supply you with new vehicles, 
engineered and painted to your exact 
requirements, or will buy and recondi- 
tion your present fleet. 

' @ THE ADD-A-TRUCK PLAN 

; As your business expands, don’t use vital 
capital for more trucks, lease new ones 
as needed. 
® THE TRUCK RETIREMENT PLAN 
As each truck in your fleet needs replace- 
ment, instead of buying a new one, lease 
it. In a few years all your vehicles are 

+ leased. 
® THE PILOT PLAN 
Instead of switching from ownership to 
leasing in all locations, select one loca- 
tion (or division) for a “pilot” operation 
using full-service leased trucks, compar- 
ing costs and headaches with trucks 
which you still own and maintain. 


Lease a new CHEVROLET or other fine truck. 
No investment, no upkeep, no headaches. 


LEASE FOR PROFIT —NATIONALEASE full- 
service truckleasing supplies everything 
but the driver. Licensed, insured trucks, en- 
gineered and painted to your needs, gar- 
aged and expertly maintained. ONE in- 
voice, NO worries. Devote your full time 
ALL your capital-to your own business! 


vA g Notional know-how; local 
controls—write for literature. 


NATIONAL TRUCK 
LEASING SYSTEM 


Serving Principal Cities 
in the U.S. and Canada 


23 E. Jackson Blvd., Suite M-11, Chicago, Ill. 


Nationallease 
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Intolerant! : 


M 
The Monro-Matic® Calculator doesn’t trust you to remember anything. Instead, . 
this intolerant perfectionist uses its own memory dials to accumulate products " 
and quotients while computing results in an entirely different set of dials. All the w 
while doing several figuring functions simultaneously. You might find its per- : 
fection insufferable if it weren’t for the fact that it does so many things so well . 
it can’t help but save you money. It’s backed by a same-day service organization 5 
of Monroe offices in 370 cities in this country—and in major cities throughout : 
the world. You'll find our people prompt, courteous and skilled—as you will our : 
sales representatives. Call one. He’ll be more than pleased to give you full details — : 





on this cost-saving Monro-Matic® Calculator. MONROE " 














GENERAL OFFICES: ORANGE, NEW JERSEY - A DIVISION OF LITTON INDUSTRIES 
(Circle number 128 for more information) NOV 
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they feel as if they don’t really 
belong. | 

And, while full-time workers | 
will sometimes “cheat the clock,” | 
and this is bad enough, it is even | 
worse when part-time workers do 
it. If a part-time worker misses 
any time on the job, we feel it 
directly in the pocket-book. How 
can we handle problems such as 
this without making the part-time 
worker feel too separated from the 
full-time employees? ~ 


Buy &¢guipls -- Industry’s choice for Quality Products 


Little 
Gem 


Medium 


Answer: Perhaps the best answer 
lies in avoiding the problem. Two 
half-time workers do not equal 
one full-time employee. Most com- | 
panies find that it takes about two | 
and one-half part-timers to fill one 
full-timer’s shoes. The reasons for 
this are relatively obvious. 

First, as you have already ob- 
served, slipping out ten minutes 
early at the end of the day is twice 
as serious when a part-timer does 
it. 

Second, when most people start 
off on their jobs for the day it 
takes them a while to “warm up” 
to working. They have certain set 
routines—sharpening their pencils, 
straightening their desk tops, get- 








guiplo DRAWERS 


can be custom arranged to your own specifications 


ting a drink of water or a cup of 
coffee, or just chatting with certain 
neighboring employees — which 
they must go through before they 
are “ready.” (Have you read the 
hilarious descriptions of such “get- 
ting-ready-to work” routines in 
Moss Hart’s Act One (Random 
House, 1959?) Part-timers go 
through the same bit—but it takes 
proportionately more of their total 
“working” time, so it is more 
noticeable. 

But, most important, part-time 
workers usually regard their jobs 
as somewhat temporary—to be dis- 
continued whenever they or the 
employer might choose. Few of 
them think of their work as a 
career and even fewer would give 
it prime importance in their lives. 
Something else is the real focal 
point to them. 

In view of these facts—and with 
arms upraised to shield my head 
from brickbats from exceptional 
part-time workers—I suggest that 
the best way to overcome your 
problem is to rearrange your work 
schedules and replace just as 
many part-timers as possible with 
less than half as many full-timers. = 
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The simple big reason why Equipto Drawers are the world’s NUMBER 
ONE choice is — interchangeability, providing progress without obso- 
lescence. Different types of interchangeable drawers permit thousands of 
arrangements within the units to satisfy your needs — up to 6,184 drawer 
compartments in only 3 sq. ft. of floor space. 


Some of the drawers are shallow for tiny parts... others are Jumbo size 
for large objects. All have adjustable dividers that lock in place — can’t 
creep up —small parts cannot get from one compartment to another. 
Heavy gauge steel construction protects parts . . . prevents sagging or 
sticking ... prolongs life of units. 


Thanks to their proven, scientifically engineered design and mechanical 
excellence, the world-famous Equipto Drawers offer unmatched design 
stability, unmatched drawer selection, unmatched drawer performance. 
For the complete story fill out the coupon NOW! Don’t delay, act today! 
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: EQui 
BENCHES DRAWER UNITS LOCKERS EQUIPTO ROBE STOCK CARTS ANGLE 


() Please send me your complete reference manual which shows the 


complete line of Equipto Drawer Units. 


[ Have engineer call to show me the best drawer arrangement for 


my needs. 
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JOHNSON’'S 


“WORLD'S LARGEST MANUFACTURER 
OF WAX POLISHES” 
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“NCR 304 Data Processing System 


has proved to be a highly profitable investment!”’ 
—S. C. JOHNSON & SON, INC., Racine, Wisconsin 


“The NCR 304 enables us to know 
today where we are today. For example, 
we can now bill customers on the same 
day items are shipped from warehouses 
anywhere in the United States. This 
has enabled us to pick up working cap- 
ital equivalent to three days’ sales—an 
important saving. 

“We can now take action today on 
inventory requirements based on last 
night’s actual inventory and unfilled 
orders position. As an initial result, we 
have reduced finished inventories by 
10%, with the potential of greater re- 
ductions in the near future. 


“Our manufacturing and production 
scheduling are now more closely coor- 
dinated with sales needs than ever be- 
fore. And, our field warehouses are 
stocked more intelligently, enabling us 
to serve our customers better. 

‘Fundamentally, the NCR 304 has 
given us faster and more accurate con- 
trol over sales efforts, production, in- 
ventory, credit, and customer billing. 
It has sharpened management reflexes, 
enabled us to harness data in time to 
be used most profitably, and meets our 
demands for the factual data necessary 
to make management decisions in time 


“Leading manufacturer of wax polishes and other 
fine products for home, industry and agriculture.” 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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to be most effective. 

““At this stage of our installation 
progress it is difficult to assign a defi- 
nite money value to all these advan- 
tages. However, we know their value 
represents a highly profitable return on 


our investment.” 


foarte Blog 


President 
S. C. Johnson & Son, Inc. 


S TRADEMARK —REG. U.S. FAT. OFF, 


UR ratona 


ELECTRONIC DATA PROCESSING 
ADDING MACHINES * CASH REGISTERS 
ACCOUNTING MACHINES 
NCR PAPER [NO CARBON REQUIRED) 
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the law on 


Rejected products ? 


WHEN IS THE SELLER RESPONSIBLE FOR HIS GOODS? 


The question—lIf the buyer asks for goods by sample 
or trade name and they prove unfit for his intended 
purpose, is the seller liable? 


The answer—No. When goods are designated by 
sample, trade name, or other description, the buyer 
must take responsibility for the intended purpose. The 
seller merely warrants that the goods are of merchant- 
able quality. 


Case one—A company which packaged frozen food 
gave this order to a box manufacturer: “Please enter 
our order for the following: 100,000 six panel reverse 
tuck cartons with a Thermofoil B inner lining, 4% x 
3% x 1%, made from Sterilstate board and printed two 
colors, $31.30 per thousand.” 

After the first 25,000 of these cartons had been 
shipped, the purchaser refused to accept any further 
deliveries. The seller brought suit for the price of the 
remaining cartons. The purchaser claimed in his de- 
fense an alleged breach by the manufacturer of an 
implied warranty of the cartons’ fitness for the purpose 
they were intended. 

In sustaining a judgment against the buyer for the 
unpaid balance, the Missouri court said, “The mere 
fact of knowledge by the seller of the purpose for 
which the buyer desired the article, is not sufficient to 
show a reliance by the buyer upon the skill, judgment 
and experience of the seller and raise an implied war- 
ranty of fitness. 

“Where the buyer understands what he wants and 
makes an independent examination of the product and 
tests the product in order to determine its fitness for 
the intended purpose, there can be no implied war- 
ranty of fitness for a particular purpose. Under the 
aforesaid circumstances the buyer does not rely on the 
seller's skill and judgment but instead relies on his 
own judgment formed as a result of his examination 
and tests of the product. 

“There is another rule that bars this buyer's reliance 
on an implied warranty of fitness and it is that where 
a known, described and definite article is ordered of a 
manufacturer, although it is stated by the purchaser 
to be required for a particular purpose, still, if the 
known, described and definite thing be actually sup- 
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plied, there is no warranty that it shall answer the 
particular purpose intended by the buyer.” 


Interstate Folding Box Co. v. Hodge Chile Co., 334 
S.W.2d 408, Mo., April 19, 1960. 


Case two—A Georgia dealer in automobile acces- 
sories gave an order to a New York tire and rubber 
company for 237 passenger tires. Invoice and delivery 
slips sent with the shipment were clearly endorsed, 
“This merchandise is not warranted. All sales final. No 
return,” and they were clearly marked with the nota- 
tion, “seconds.” 

The buyer sued for breach of warranty when the 
tires proved unfit for his purpose. The court denied 
recovery, saying: “If the order be given to a manufac- 
turer or dealer for a specific article of a known and 
recognized kind and description and if the definite and 
described thing be actually supplied, there is no im- 
plied warranty that it will answer the purpose for 
which it is intended to be used. The only implied 
warranty or condition of the contract, is that it will 
conform to the description and be of good workman- 
ship and material.” 


Lander Motors wv. Lee Tire & Rubber Co., 78 S.E.2d 
839, Ga., Now. 24, 1953. 


Case three——A brewery operator in Brooklyn con- 
tracted to buy a refrigerating machine with the manu- 
facturer of the equipment at Alexandria, Virginia. The 
Virginia company agreed to supply the brewery with 
its No. 2 size refrigerating machine as constructed. 
The company also agreed to put the machine into 
operating condition on the brewery plant's floor. 

Refusal of the buyer to pay the purchase price of 
$9450 ended in a suit to collect, brought by the seller. 
Defense to the action was that the machine was worth- 
less and incapable of producing the results represented 
as an inducement to the purchase contract. 

When this suit came finally before the United States 
Supreme Court, it was there held that no implied war- 
ranty of fitness rested on the manufacturer. In an out- 
line of this feature of sales law, that court said, 
“Where a manufacturer contracts to supply an article 
which he manufactures to be applied to a particular 
purpose so that the buyer necessarily trusts to the 
judgment of the manufacturer, the law implies a 
promise or undertaking on his part that the article so 
manufactured and sold by him for a specific purpose 
and to be used in a particular way, is reasonably fit 
and proper for the purpose for which he professes to 
make it and for which it is known to be required. 

“But it is also the rule as expressed in the textbooks 
and sustained by authority, that where a known, de- 
scribed and definite article is ordered of a manufac- 
turer, although it is stated by the purchaser to be re- 
quired for a particular purpose, still, if the known, 
described and definite thing be actually supplied, 
there is no warranty that it shall answer the particular 
purpose intended by the buyer.” 


Seitz v. Brewers Refrigerating Co., 141 U. S. 510, 
New York, Nov. 9, 1891. 





Note—This feature is offered as ao general guide only. Consult your atto- 
ney on specific legal problems. 
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versatile (varsa-til) ad. turning , 
with ease from one thing to another; 
able to do many things well; many-sided. 





No word more accurately describes the 
Caui Director telephone. 


For here is a complete communications 
system, able to meet all your external and 
internal calling needs. 


Use it as a regular telephone to dial outside 
calls. Use it as an intercom system to handle 
all your interoffice calls—to hold calls while 
making others, to add an inside extension to 


Says H. G. Anderson, Vice-President 
of the Denver U. S. National Bank: 


an outside call, to set up six-way telephone 
conferences—and more. 

The versatile CALL Director telephone is 
just one of many new and advanced Bell System 
services available today. 

Helping you have better, more profitable 
communications is the specialty of our Com- 
munications Consultants. To reach one of them, 
simply call your Bell Telephone Business Office. 


mended CALL DIRECTOR telephones 
with Bell intercom. 





‘“‘We used to have to go through our 
main switchboard in order to transfer 
customer calls from one department 
to another. At peak hours, this was 
slow and cumbersome. Then your 
Communications Consultant recom- 





‘‘Now, such calls are transferred in- 
stantly from strategic CALL DIRECTOR 
locations in our building—without 
help from the switchboard. Our over- 
all efficiency and service to customers 
have improved sharply!” 


BELL TELEPHONE SYSTEM 








NEW 
OZALID 


9 TRANSFER-A-MATIC 








transfer-a-matic 


OZALID 


TRANSFER-A-MATIC 


Copies everything up to 11 inches wide...150 
feet long. Perfect prints every time, in seconds! 
Insert the original—and only the original — printed 
on one side or both sides...out comes a perfect copy, 
automatically cut to size! No waste, work, worry. Clear 
black and white copies of all colors—pen, pencil, office 
stamps, typewriter, or type. Every one perfect...no 
‘“‘wastebasket copies!’’ No waiting for warm-up... self- 
starting. No messy ‘‘sandwiches”’ to peel apart. No contact 
with nail-staining inks or chemicals. Between feedings the 
motor sleeps—no wasted current. See it! Try it! Test its 


speed, simplicity, ECONOMY. pa ae we we ee eee . 


Send coupon now Ozalid, Dept. 137, Johnson City, New York 
[] More information please on the new 
Ozalid Transfer-a-matic 


eo a 








Made only by Ozalid,® Johnson City, 
N. Y. Division of General Aniline & 
Film Corp. In Canada: Hughes-Owens 
Co. Ltd., Montreal. 


TRANSFERON’ 


CONVENIENCE-COPY PRODUCTS 
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PROTECTION IN DEPTH 


How it helps cut compensation costs 





SS & 


Knocking months off the time a man is laid up 


Heavy lifting and falls account for roughly 40 per 
cent of the injuries treated each year at Liberty 
Mutual’s two rehabilitation centers. Many of these 
are ruptured spinal discs which require an intricate 
operation. 

Then comes rehabilitation. The program may last 
from six to eight weeks. Therapy includes heat, mas- 
sage, swimming, workouts with barbells, chest pulleys, 
a bicycle machine — and scientific exercise of the 
back, legs or arms on an Elgin table. Without treat- 
ment like this it might be many months before a 
patient could go back to work. 


Look for more from 





Much of Liberty’s protection in depth aims at stop- 
ping accidents before they happen. A staff of indus- 
trial hygienists, for example, help policyholders con- 
trol losses from heat, radiation, dust or noise. Safety 
specialists help policyholders set up employee training 
programs and instruct supervisory personnel. 

Last year Liberty’s protection in depth was a vital 
factor in enabling Liberty’s workmen’s compensation 
policyholders to save many millions of dollars. To learn 
how the many services of protection in depth can help 
lower your compensation and public liability insur- 
ance costs, call the nearest Liberty Mutual office. 








LIBERTY MUTUAL 


the company that stands by you 


LIBERTY MUTUAL INSURANCE COMPANY « LIBERTY MUTUAL FIRE INSURANCE COMPANY + HOME OFFICE: BOSTON 





Personal Insurance: Automobile, Fire, Inland Marine, Burglary, Home se B 





> 


Insurance: Workmen's Compensation, Liability, Group Accident and Health, Fire, Iniand Marine, Fleet, Crime 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


TEST SALES APPLICANTS 
FOR THESE CHARACTERISTICS 


« YOU CAN REDUCE hiring mistakes 
by looking for certain characteris- 
tics good salesmen have in com- 
mon. 

The Sales Aptitude Testing 
Corp., New York, says that most 
good salesmen have the following 
attributes. 

Verbal _intelligence—The _ sales- 
man’s life is filled with words. He 
needs them to sell prospects and 
communicate with the sales man- 
ager. Be sure to check the appli- 
cant’s ability to express himself. 
Social intelligence—His job is 
motivating and influencing people 
by making friends and winning 
acceptance for himself, and his 
product or service. Watch for 
social faux pas due to nervousness. 
Later, they could mean lost sales. 
Sales intelligence—He must have 
a sense of sales timing; knowing 
the right moment to close a sale 
for instance. This is hard to check 
in an interview, but a few pointed 
questions will tell you if his sales 
timing is hopelessly poor. 
Dominance—Does he have the 


SALES |» 
NY , 





Yommndyce 
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ability to take command of a sit- 
uation without antagonizing peo- 
ple? If he weakly agrees or 
violently disagrees with a ridicu- 
lous statement of yours, he may 
not be the salesman you're look- 
ing for. 

Self-assurance—Does he _ radiate 
confidence in himself and in his 
abilities? Look for signs of confi- 
dence in his dress, actions and 
speech. 


USE GOLF CARTS FOR 
INDOOR TRANSPORTATION 


« MANY COMPANIES USE golf carts 
to speed up operations. The uses 
are practically endless. 

They can transport personnel 
from one area to another. They 
can be used for mail runs, fire 
runs, and even coffee runs. If you 
have several wagons, one cart can 
do double or triple duty. For in- 
stance, the golf cart that pulled 
the morning mail wagon at 9, may 
well bring the coffee wagon at 10. 

Having wagons set up with first 
aid and fire fighting equipment at 
various positions in the plant will 
give you portable safety stations. 


BUILD MANAGEMENT SUPPORT 
THROUGH COMPANY PUBLICATIONS 


= IF BUSINESSMEN WOULD take a 
tip from labor publications, they 
could create greater understand- 
ing and support for management, 
a recent survey reports. 

Labor publications are well 
stocked with articles on economic 





subjects and union philosophies— 
and these publications gain wide- 
spread support for labor. 

In contrast, the results of a re- 
cent survey of 43 Michigan com- 
pany publications showed that 
they devoted less than 10% of their 
space to such subjects as free en- 
terprise, taxes, Or company oper- 
ating results. Most companies 
even fail to tell their employees 
about the economic value of 
fringe benefits. In one electric 
utility, these benefits add about 
75 cents per hour to each em- 
ployee’s pay. 

It makes sense to reach em- 
ployees with information that 
builds understanding for manage- 
ment. Why not use the company 
publications you now produce? 


KNOW WHAT 
EMPLOYEES WANT 


= WHAT DO EMPLOYEES want from 
their work? If you think you 
know, you might be in for a sur- 
prise. 

Industrial Management maga- 
zine lists 10 employee “needs,” in 
the order in which employees 
themselves put them. The list is 
the result of several national em- 
ployee surveys. 

1. Security—Employees want 
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that comes from 


the security 
knowing the business is doing all 
right, and that their jobs are safe. 


2. Quality of supervision—Em- 
ployees want to feel that their 
supervisors know their business. 

3. Opportunity for advance- 
ment—No one wants to feel he’s 
in a deadend job. 

4. Adequate wages—Fourth in 
importance. It is interesting to 
note that in similar surveys among 
business managers and union 
leaders, both groups placed wages 
on the top of the list. 


5. Fringe _benefits—Insurance, 
hospitalization, ete. 

6. Downward communication— 
Employees want to know about 
how the business is faring, how 
the industry is doing, and how 
they are doing. 

7. Suitable vacations and _ holi- 
days. 

8. Profit sharing—In addition to 
a daily wage, employees feel that 
they should have an opportunity 
to profit with the success of the 
business. 

9. Suitable work—Everyone likes 





WITH DYMOS MEW HS 


IMSTANT LABEL HAKER 


Professional raised-letter plastic labels made in seconds...cost just 





pennies. White letters come up instantly on a sparkling colored back- 








ground. Completely self-sticking—the finished labels have a thousand 


uses... Business, Commercial, Professional. 





Embossed or 
raised letters 
provide 
maximum 
legibility, 





appearance. 





rail 


Model M-5 
Tapewriter 
$24.95 


Ask your dealer or distributor for a demonstration or... 
quality WRITE TODAY FOR LITERATURE AND FREE 


Con be EMBOSSED SAMPLE LABEL. 


painted over 
without losing 
the message 
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to feel that he is in a job he fits. © 


10. Promotion from within— 
Most employees don’t like to have 
an outsider brought in over their 
heads. 


MAKE YOUR NEXT TRADE 
SHOW MORE EFFECTIVE 


# ARE YOUR TRADE SHOW exhibits 
compelling or—repelling? Certain 
subtle features can make the dif- 
ference. 

If your recent displays haven't 
pulled the traffic you anticipated, 
you may have made some of these 
mistakes, according to the Pren- 
tice-Hall Management Letter. 

Salesmen who bunch up at ex- 
hibit. entrances. This scares the 
prospective buyer who’s afraid of 
being surrounded. 

Too much equipment in the 
booth. This limits the number of 





bd 


people who can view your prod- 
ucts in comfort. 

Over-diversification of display. 
If you display too many different 
items, visitors may not get enough 
details on one key product they 
are interested in. 

Unattractive appearance. Ab- 
sence of salesmen, dirty equip- 
ment and dim lighting can make 
your display—and hence your 
product—uninviting. 


SPARK EMPLOYEE SUGGESTIONS 
WITH MERCHANDISE STAMPS 


= MANPOWER INC., MILWAUKEE 
uses merchandise stamps to draw 
suggestions from its employees. 
Management was sure that em- 
ployees throughout the 240 sales 
offices had worthwhile ideas to 
contribute. The problem was to 
get them to suggest these ideas to 
management so that the good ones 
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could be spread to others in the 
company. 

The stamp program works like 
this: 

At first all employees were sent 
a package explaining the program. 
The package told how it worked, 
what subject areas qualified, and 
included a stamp book and cata- 
logue. 

The company stimulates interest 
in the program through the em- 
ployees’ magazine and newsletter. 
The home office sends out memos 
from time to time to remind em- 
ployees of the program. 

An awards committee appraises 
all ideas and assigns each a stamp 
value in accordance with the 
validity of the idea. The commit- 
tee answers each employee who 
submits an idea. They explain 
why an idea was not awarded 
stamps or tell how many stamps 
were assigned to the idea. 

Manpower reports that it is 
reaping a tremendous amount of 
new ideas and methods. 


TIME PUBLICITY RELEASES 
TO AVOID HOLIDAYS 


=» NORMALLY, HOLIDAY NEWSPAPERS 
have the fewest number of pages. 
For this reason, they have the 
poorest potential for having space 
to use your publicity stories. 

Furthermore, Luce Press Clip- 
ping Bureau reminds publicists, 
many evening papers don’t pub- 
lish at all on holidays. 

There's one major exception to 
this rule. Thanksgiving is a top 


land, Ohio, wanted to boost west 
coast sales. They shipped bulk 
shipments by air to Los Angeles, 
San Francisco, and Seattle. At 
each point shipments are decon- 
solidated and shipped directly to 
hundreds of retail outlets. 

Since adopting this program in 
1958 American Greetings has 
found it saves about $90,000 an- 
nually. In addition, it has the ad- 
vantage of a centralized inventory, 
expanded west coast coverage, no 
capital investment in west coast 
warehouse facilities, no duplicate 


inventories, and the ability to pro- 
vide better customer service. 


SKIRT THE PITFALLS 
IN CAFETERIA OPERATION 


a A WELL-OPERATED COMPANY 


“lunch room can be an effective 


employee relations tool. But a 
poor cafeteria can hurt morale. 
The Home Savings and Loan 
Co., Youngstown, Ohio, set up its 
lunch room with these thoughts 
in mind. Its success, says company 





If you use Microfilm 


YOu 


NEED A 


DOCUMAT 
READER-PRINTER! 


The microfilm reader that 
makes prints on the spot 


If you use microfilm, as so many 
do today, there’s no need to 
wait for prints. As you scan the 
film on a big, clear 11” x 11” 
viewing screen, you may stop 
at any frame, press a button, 
and the machine will hand you 
a clear print. 


No machine like Documat 


Note these exclusive features: 
e large, clear image, even under 
bright lights e large, clear 8Y2 
x 11 prints, on white paper, 
neatly trimmed e no cracking, 
peeling, or torn edges e fully 
automatic, even cuts the paper 


ANYONE CAN OPERATE IT 
JUST 3 SIMPLE STEPS i ge 
TO MAKE A PRINT 75 E. 55th St, New York 22, 


1. Turn on switch 
2. Locate the frame 
3. Press the button 


DOCUMAT ive. 


day for publicity seekers. Adver- 
tising linage that day is among 
the highest of the year. The 
more advertisements, the more 
editorial columns to fill. And al- 
most all papers publish on that 
particular holiday. 








BM-1161 


DOCUMAT tne. 


75 East 55th Street, New York 22, N.Y. 


-~ Please send me complete detailed literature on the 

















—— ee ee sft ‘ DOCUMAT Reader-Printer, with information as to 
P USE iT AS‘, where the machine may be seen in this area. 
AREADER \ 
SAVE WAREHOUSE COSTS— 1 ORPRINTER ' Name 
SHIP BY AIR 1 —OR BOTH! | me 
; y Mail Coupon = 
= Many COMPANIES FIND that ship- ‘for Complete c 
ping by air saves them time, space, |‘ !"fetmation P = 
and money. 4 DOCUMAT s Address 
The Prentice-Hall Management Sec ae City ies sie 





Newsletter reports this example. 
American Greetings Inc., Cleve- 
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take advantage 

of a river site and 
34-foot ocean channel 
at Georgia’s 

second largest city 


Need a waterfront site? Atlantic Coast Line 
has available a 165-acre tract with a 

3,400’ water frontage. Want a seaport? 

Here, in the Savannah River is a 34’ channel 
for ocean going vessels. A good natural 
and business climate? Sunny Savannah has 
a real welcome for industry — and can 
deliver some 5,500 workers. Delivery of your 
raw materials or products is no problem, 
either — you'll be right on the main line of 
Atlantic Coast Line. 


Other advantages include: 
e All municipal utilities available at site 


e Convenient beaches, fishing and hunting 
e Good junior college and civic arts program 


industrial site at Savannah, Georgia 


For details on this or other good sites 
in the Southeast Coastal 6, write or call. 
Inquiries held confidential. 


Direct inquiries to: 


R. P. Jobb 

Assistant Vice-President 
Department M-111 

Atlantic Coast Line Railroad 
Jacksonville, Florida 


INTRACOASTAL WATERWAY 


ATLANTIC 


COAST LINE (esmeateamen 


RAILROAD 
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officials, is the result of the follow- 
ing facts: 

1. The room is cheerfully 
painted, well-lighted, and air con- 
ditioned. 

2. Charges for food are at cost. 

3. Light lunches are served. For 
health and efficiency, employees 
are urged not to over-eat at noon. 

4. Tables are large. There are 
no small tables which could en- 
courage the formation of cliques. 

5. The menu is printed a week 
in advance. If an employee doesn't 
like a particular food, he is fore- 
warned and can eat elsewhere. 

6. Adjoining the lunch room is 
a comfortably furnished lounge 
where employees can watch TV, 
have a smoke or read a magazine. 

7. Lunch hours are staggered so 
that there is no overcrowding. 


CHECK YOUR 
INTERNAL COMMUNICATIONS 


= INTERCOMS HAVE A NUMBER of 
advantages. They can help in- 
crease production, keep customers 
happy and cut time wastes. But 
some companies can function ef- 
fectively without them. Check this 
list of communication problems. If 
you have them, it might be wise 
to consider installing an internal 
communication system. 

# People are constantly on the 
move from one department or area 
to another. 

=» Customers are kept waiting be- 
cause someone is using a phone 
for an internal call. 

s Too many callbacks are increas- 
ing the size of your phonebill—a 
result of employees being away 
from their desks when calls come 
in for them. Employees complain 
of too many people on the same 
extension. 

s Workers are unable to contact 
others easily. 


CUT COSTS—BUY 
SURPLUS GOVERNMENT GOODS 


mw YOU MAY SAVE substantial sums 
by bidding for surplus govern- 
ment materials. Everything from 
ball bearings to steam shovels are 
now available under a new De- 


BUSINESS MANAGEMENT 











spee 
trans 
refer 


NOVE: 





MATCHED! 





MATCH YOUR INVENTORY TO INCOMING ORDERS... 
WITH A LOW-COST ROYAL McBEE SYSTEM TAILORED TO YOUR NEEDS. 


Lower inventory levels mean higher profits. Stagnant 
stock costs you money. Spoilage, obsolescence, insur- 
ance, storage, taxes — when you tag these factors 
onto your original stock investment, they sometimes 
add up to as much as 25% of the inventory value. 
But low-cost Royal McBee systems give you the kind 
of up-to-the-minute data that keeps inventory at its 
lowest practical level. And the system is simple and 
Speedy. It eliminates bothersome 
transcribing and auditing, reduces 
reference time to a minimum. With 











ROYAL McBEE 
CORPORATION 





Royal McBee systems, stock-on-hand should seldom 
exceed —or fall short of —delivery requirements 
They’re ‘‘matched.” 
Adaptable to the needs of any size plant. For over 
50 years, our representatives have been solving inven- 
tory and other business problems with flexible 
Royal McBee equipment. Your nearby Royal McBee 
man will be glad to discuss a low-cost system 
’ tailored to your needs. Call him. Or 
ROYAL write to us for information at 850 
srecuuists iw ousiness scones Third Avenue, New York 22, New York. 
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Trim, smart and 


Li UA Vf comfortable 


e Here is fine quality secretarial seating, at 
prices only Cosco’s mass-production facilities 
could make possible! Adjustability provides cor- 
rect posture that assures day-long working com- 


fort .. . lifts your secretary’s morale and output. 

Phone your nearby Cosco dealer for a free 
demonstration. Discover how this and other 
Cosco Chairs can help your office personnel 
feel better and work better! 


Find your COSCO Office Furniture dealer in yellow pages of phone book, 
or attach coupon to your letterhead. 


! 
| 
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| 
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HAMILTON COSCO, INC., Dept. BM-111, Columbus, Indiana 


Write us for complete information on COSCO office 
furniture and new full-color catalog, or phone your near- 
by COSCO dealer listed in yellow pages. 








wo 
= 


(Please Print) i 
Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. 
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*Zone 2: Texas and 11 western states 





Model 15-F 
Secretarial Chair 


$9DQO25 


($31.95 in Zone 2*) 








Model 18-TA 
Executive Chair 


$49.95 
($52.45 in Zone 2*) 
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Model 20-LA 
Conference Chair 
$29.95 

($31.95 in Zone 2*) 





fense Department program which 
makes surplus buying relatively 
easy. 

It's a real opportunity for 
smaller companies which are now 
allowed to bid for smaller quan- 
tities. 

The newsletter Information sug- 
gests that you take advantage of 
this buying opportunity by having 
your name entered on the “bid- 
ders list.” To do so simply write 
to the National Bidders Control 
Center, 2100 North New Braun- 
fels Ave., San Antonio, Texas. In- 
dicate the categories of materials 
in which you are interested (pa- 
per, rubber, aircraft instruments, 
etc.). Also indicate whether you 
are interested only in property 
located in certain states. When- 
ever such property is placed on 
sale, you will be sent an invita- 
tion to bid. 


PROTECT VISITORS’ EYES 
WITH TEMPORARY GLASSES 


mw MANY INDUSTRIAL EYE injuries 
are inflicted on visitors or em- 
ployees who are just passing 
through a department. The welder 
or machine operator usually keeps 
his eye protection equipment on. 
The person who peeps over his 
shoulder most often is the recipi- 


| ent of an eye injury. 


Timken Roller Bearing Co., 
Canton, Ohio, protects visitors 
against eye accidents with tem- 


porary glasses. 


Special safety glasses are kept 
in clearly marked containers in all 
departments. They easily adjust 
to any size head and fit over any 
eyeglasses. They are for tempo- 
rary use only. On leaving the area 
the employee or visitor deposits 
the glasses into the “used” section 
of the container. These used 
safety glasses are picked up at 
regular intervals, sterilized and 
repackaged before they are ready 
for use again. 


SIDESTEP THESE CAUSES 
OF CONFERENCE FAILURE 


| g TOO MANY MEETINGS and confer- 


ences manage to do nothing but 
waste executive time. That’s fairly 
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ANKEN ATTACHE 


The world’s only photocopier designed to travel! 


DG 


ee ee m 


MAKES COPIES OF ANYTHING ... ANYWHERE FOR: 
traveling business executives e insurance agents e 
lawyers e engineers e chain store management e archi- 
tects e union management e advertising men e field 
researchers e investigators e many, many more! Ideal 
for inter-office use ... students ... municipalities... 
others! Makes a welcome gift! 


amapto ,inc. 


A Subsidiary of 


ANKEN CHEMICAL AND FILM CORP. 


NEWTON, N. J. 


Yes — you can take it with you. To meetings, on office 
calls, to job sites, into libraries, aboard planes and 
trains — anywhere! The amazing Anken Attaché makes 
all the crisp, sharp photocopies you need of reference 
data, literature, lists, blueprints, charts — anything 
printed, written, drawn, typed, photographed! And it 
makes them on the spot right where and when you need 
them! And if copying from books is a regular must, 
there’s a model that does that, too — without damaging 
pages or binding. There’s much more to tell. Use the 
coupon to get the full story. Do it now! 


LIGHTWEIGHT! Tote it anywhere — only 12% Ibs. 
HANDSOME! Natural luggage finish — in brown. 
COMPACT! Just 1714” x 1234” x 434”, 

MAIL COUPON NOW! 

Ampto, Inc., Dept. 2112, Newton, N. J. 


I like the idea of the Anken Attaché. Tell me more! 
Send me literature Set up demonstration 


Name 
Company Phone 
Address 

0 State 
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Planned paperwork doesn’t begin in the office where source records 
are translated into more complex documents. Instead, it begins where 
source data are created—on the factory floor, at the retail counter, 
in a sales office. It begins by collecting source data in such a way 
that subsequent processing is made simpler and produces more in- 
formation for management. Only Standard Register offers all major 
methods of capturing data right at the source. Check into these vari- 
ous methods. What may now be a neglected area in your paperwork 
planning can become the source of added management control. 


STANDARD REGISTER 
BUSINESS FORMS 


THE STANDARD REGISTER COMPANY, DAYTON 1, OHIO 
Business Forms and Forms Handling Equipment for Paperwork Simplification 
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well known, but the causes are 
not. Experience shows that the in- 
effectiveness of conferences are 
usually due to one or more of the 
following factors. Check to see 
that these pitfalls don’t limit your 
next conference. 

Desire to act—Remember, objec- 
tives of meetings can not be 
accomplished by the meeting 
process. Meetings are held to de- 
termine what actions to take, and 
who should take them. 

Lack of preparation—This can 
turn a meeting into a “bull ses- 
sion” that only discusses generali- 
ties. 

Regular meetings—Meetings that 
are held on weekly or monthly 
schedules often flounder because 
there is no real reason for the 
meeting. 

Unwilling participants — Unless 
participants are willing to be both 
prompt in attendance and ready 
to work enthusiastically for the 
meeting's objectives, they will only 
waste each other’s time. 


USE CENSUS FIGURES 
TO STRENGTHEN MARKETING 


= MANY COMPANIES INCREASE their 
marketing effectiveness by taking 
advantage of census reports. 
These reports are available at 
modest cost from the Bureau of 
Census, Washington 25, D.C. 

These reports tell you such 
things about any specific area as: 

How many people? How many 
males? How many females? How 
many in each age group? How 
many households? How many in 
each income group? How many 
employed? What occupations? 
How many businesses, and what 
kinds? 

Many firms find that census 
figures help them to: 
Select key markets and properly 
approach them. 
Develop selective selling by kinds 
of business, types of operation, 
and by geographic groupings. 
Detect and measure trends in dis- 
tribution. 
Analyze sales by countries or 
cities to uncover weak spots. 
Plan new plant sites or business 
locations. 
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Free Ceiling Consultation Service 


Whether you are modernizing present offices or planning new space, it will 
pay you to take advantage of the valuable Ceiling Consultation Service offered 


without obligation by your Acousti-Celotex distributor. 





Because he is a member of the world’s largest acoustical organization, you 


get the benefits of unequalled experience and technical knowledge. 


Your Acousti-Celotex distributor will show you how to get the most for your 





money . . . how to be sure of easiest maintenance . . . how to economically 
combine sound conditioning, lighting, air conditioning and movable parti- 


tions — all in one efficient installation. 





And, remember, he offers quality-famous 





Celotex® acoustical products...inawide 











range of decorative patterns, in types to 


meet every building code. Look in the 








Yellow Pages, or send this coupon now. 


























ee eee eens 
: The Celotex Corporation 
! 120 S. La Salle St., Chicago 3, Ill. 
; Gentiemen: Please send your free booklet “‘Sound Conditioning 
bd for Offices” and tell me more about your Free Ceiling Consul- 
Al o- t 
Coust/ '@ E LOT EX 1 tation Service. 
REG TEREC < PAT fF ry 
' Name 
SOUND CONDITIONING PRODUCTS t 
: Title cores 
Fe MAINA ca ceieciilaeasonenilalmtanileiaam semiiacdiiial eedliont 
The Celotex Corporation, 120 S. La Salle Street, Chicago 3, Illinois ' 
in Canada: Dominion Sound Equipments, Limited, Montreal, Que. 1 City Zone____._._ State__ 
| 
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5 WAYS THE MOORE MAN CAN GIVE YOU A HAND 


1.CONTROL Your system procedures should be tailored 
to give you a firm grasp of every operation — this means 
control! The Moore man can help reduce waste by anal- 
ysis, by flow-charting and by designing a system for 
control and for results in 2. Cost, 3. Savings, 4. System, 
5. Speed. You build control with Moore Business Forms. 





An extra ‘employee’ working for you — Which forms should 
you have? The Moore man isn’t limited — he can furnish 
any forms construction. He knows systems and data 
processing equipment. He’s backed by Moore’s research 
teams who are at work designing the forms of the future. 
Moore’s plants are located near you for fast service. 


MOORE BUSINESS FORMS 


Moore Business Forms, Inc. » Niagara Falls, N. Y. + Park Ridge, Ill. + Denton, Tex. + Emeryville, Calif. Over 300 offices and factories in North America. 
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BAIT: Many areas offer an ample work 
" force for industry. 


TRAP: But who pays the cost of training 
" workers for your operation? 


AVOID THIS TRAP! In WESTern PENNsylvania, not only is 
there an ample work force, but a unique training program—at no 
cost to industry —for developing the particular skills required. 


For details, send coupon to 


WEST PENN 
POWER 


an operating unit of ALLEGHENY POWER SYSTEM 





| MM 1-3a 
| WEST PENN POWER I 
| Area Development Department Phone: ‘TEmple 7-3000 | 
| Greensburg, Pa. (area code 412) { 
Yes, I'd like details about WESTern PENNsylvania’s pre-production 
training program. | 
: Name Title 
; Company 
Address Telephone 
| City Zone State 
| 
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Top management 
yardstick 


Is policy making his 
practice, or does he 
delve into daily 
operating problems? 


What is his role in 
major policy decisions? 


How many decisions 
is he likely to make 
in a typical day? 


Is he involved in buying 
decisions—and if so, 
at which stage? 





HOW DU YOU 
MIEASURE UP 
AS ATUP 

MANAGER ! 


New research—uncovered here for the first time—may relieve that 
haunting fear that youre not performing as a true executive. Here 
are facts on how top executives really work, the problems they face 


daily, and the kinds of decisions they must make. How do you compare? 
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Which of these two top executives do you most closely resemble? 


Top manager number one is: 


Well above the daily opera- 
tions of his company. 


Ensconced in a sumptuously 
furnished office, working from 
behind a clean desk. 


Involved only with trends, 
statistics and long range 


slanning. 
g 


Concerned wholly with policy 
and long term growth possi- 
bilities for his company. 


Concerned with only those 
decisions that pertain to pol- 


icy. 


Seen only by his immediate 
circle of executives. 


Rarely found anywhere in 
the company but in the ex- 
ecutive suite. 


All but inaccessible to sales- 
men. 
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Top manager number two is: 


Constantly involved in the 
day-to-day operations of his 
company. 


Seldom able to clear his desk 
of the reports, memos, letters 
and questions that demand 
his immediate attention. 


Involved with trends, statis- 
tics and long range planning 
because it’s part of his job— 
but never dissociated from 
operating decisions. 


Concerned with policy and 
growth possibilities — but 
constantly finds himself delv- 
ing into the details and in- 
tricacies himself. 


Equally involved with policy 
and practical decisions in 
marketing, research, person- 
nel, purchasing, and the rest 
of his departments. 


Open to anyone, from top 
executives to clerks. 


Seldom restricted to the exec- 
utive suite because it’s im- 
possible for him to handle 
departmental problems from 
“ton high.” 


Interested in—and often in- 
sistent upon—seeing sales- 
men. 


mee As a top man- 
ager, youre probably haunted by 
the fear that you dig too deeply 
into the operating problems of 
your company. 

Youre not alone. Most top ex- 
ecutives have the same gnawing 
doubt that they are too heavily 
involved in details; that they are 
not performing the true role of a 
top manager. 

But listen to what James Car- 
michael, president of Scripto, Inc., 
has to say: “I can’t stay out of 
the day-to-day problems that face 
my company. If I did, I wouldn't 
be living up to my job as presi- 
dent.” 

There’s widespread confusion— 
among executives and laymen 
alike—over the real job of a top 
manager. So you may find it re- 
assuring to take 30 seconds right 
now to compare yourself against 
the profiles of the two top execu- 
tives just to the left of this column. 

Chances are youd like to see 
yourself as Manager Number One. 
Most high level executives have 
the feeling they should be some- 
what removed from the daily 
running of the business. 

But what they feel and what 
they do are two different things. 
That's why Manager Number 
Two is far more typical of an 
actual top executive. 

This clear-cut fact was un- 
covered in a recent survey con- 
ducted by the editors of BusinEss 
MANAGEMENT magazine. To find 
out exactly what a top manager 
does—the problems he faces, the 
decisions he must make, and the 
degree of his personal involve- 
ment in the workings of his com- 
pany—the editors and their re- 
searchers spent more than a year 
personally interviewing hundreds 
of top managers, in all kinds of 
companies, across the country. 

A practical yardstick evolved 
from what these men said about 
their own jobs—a yardstick you 
can use to compare your operat- 
ing habits against those of the 
typical highly-placed executive. 

The findings also exploded a 
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common myth about the real role 
of the top manager. 


The myth 

Why does any top manager 
worry about becoming too deeply 
involved in the daily workings of 
his company? Probably because 
he has held for many years a false 
impression of the real role of a top 
executive. 

On his way to the top, every 
man conjures up an image of what 
it is like to be “on top.” Sup- 
posedly, the top man is removed 
from the daily details he faced as 
a rising executive. He sits behind 
a clean desk and deals only with 
ideas, trends and long range 
planning. Policy is his practice, 
and rarely, if ever, does he de- 
scend to the more practical day- 
to-day decisions concerning his 
firm. There are junior men for that. 

Naturally, when a top executive 
with this image in mind finds he 
must delve into the practical op- 
erations of his business, he _ is 
puzzled. He wonders why he isn’t 
able to operate the way he thinks 
most other top managers operate. 

Actually, what he—and many 
others—fail to realize is that a top 
manager has two roles. 


Top manager’s dual role 


Every top manager has two 
equally important jobs, according 
to the executives questioned by 
Business MANAGEMENT'S editors 
and researchers. 

These men do deal with policy, 
ideas, trends and long range plan- 
ning. That’s role number one. But 
they are just as much involved 
with the operations of their com- 
panies—so much so that, to them, 
policy and operations are one and 
the same. 

For example, when the editors 
asked James Carmichael whether 
top executives manage the opera- 
tions of their companies as well as 
the policies, he replied, “If they 
want to stay in business, they do.” 

Says H. English Robinson, 
president of Chattahoochee Brick 
Co., Atlanta, “It’s not possible to 
say when I’m working with policy 
and when I’m working with op- 
erations. The two are intertwined.” 


How many problems? 


Business MANAGEMENT'S editors 
interviewed scores of key execu- 
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WHAT IS THE TOP MANAGER’S ROLE IN PURCHASING; D 


These facts show unquestion- 
ably that top managers are 
intimately concerned with— 
and involved in—purchasing 
decisions of almost any size 
or nature, product or service. 
Each of the 150 executives 
participating in the one- to 
two-hour personal interviews 
was asked the _ following 
questions about the part he 
plays in purchasing. 


Do you initiate the discus- 
sion, indicate a need, or 
suggest change? 


Do you participate in set- 
ting budget limitations or 
justifying a budget or ex- 
penditure? 


Do you participate in spec- 
ifying brand or supplier of 
product or service? 


Are you personally _in- 
volved in the final decision 
to buy? 


Do you usually see a sales 
representative or supplier 
during any stage of in- 
vestigation or purchase of 
the products or services? 


All of the products or serv- 
ices listed here were selected 
at random. 





1. Plant site selection 


Of the 150 executives interviewed, 98 — 
indicated that they were personally 
involved in plant site selection. : 


a 


_ 





2. New plant buildings 


Of the 150 executives interviewed, 
96 indicated that they were person-_ 
ally involved in new plant building” 
construction. ; 





3. Production machinery for plants | 


Of the 150 executives interviewed, 
84 indicated that they were person-— 
ally involved in production machinery 
purchases. 





4. Material handling equipment 


Of the 150 executives interviewed, 
73 indicated that they were person- 
ally involved in material handling © 
equipment purchases. 





5. Data processing equipment 

Of the 150 executives interviewed, 
104 indicated that they were per- 
sonally involved in data processing 
equipment purchases. 


6. Office furniture 


Of the 150 executives interviewed, 
107 indicated that they were person- 
ally involved in office furniture pur- 
chases. 








7. Business machines 


Of the 150 executives interviewed, 
110 indicated that they were person- 
ally involved in business machine 
purchases. 





8. Communication equipment 


Of the 150 executives interviewed, 
91 indicated that they were person- 
ally involved in communications 
equipment purchases. | 





9. Warehouse facilities 


Of the 150 executives interviewed, 
84 indicated that they were person- 
ally involved in warehouse facilities 
purchases. - 
—_—— 





10. Executive & salesmen's cars 

Of the 150 executives interviewed, 79 
indicated that they were personally 
involved in executive and salesmen's : 
car purchases. S 





11. Trucks (buying or leasing) 


Of the 150 executives interviewed, 84 
indicated that they were personally | 
involved in truck leasing or purchas- 
ing. 


Ni 
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Men Set Select Final See 
questioned Initiate budget supplier decision salesmen 
President 40 26 65% 23 58% 15 38% 34 85% |11 28% 
y Vice-President 62 zt 34% 21 34% 9 19% 28 45% 3 2S 
Secy/Treas/Cont. 48 9 19% 22 46% , ta 18 37% 6 2% 
Total 150 56 37% 66 44% a. 068 80 53% |30 20% 
: President 40 20 50% i122 55% 113 3% 128 FOR FW ZeR 
: Vice-President 62 19 39% 122° 35% 110 16% 12S 26e foe Ve 
} Secy/Treas/Cont. 48 1) @a%.- 128-323 16 2a ts eee eee x 
Total 150 50 33% {69 46% {33 22% |77 51%|28 19% 
’ 

President 40 14 35% {20 50% |10. 25% | 26 65% 6.18% 
‘ Vice-President 62 14 23% 122 35% 110 16% 130 46% ji ti 18% 
, Secy/Treas/Cont. 48 7 5% 20 42% 10 21% if. @- 5S TOs 
Total 150 35 23% {62 41% |30 20% 173 49% | 22 5% 
' President 40 10 25% |14 28% 8 20% | 24 60% S$ 3% 
k Vice-President 62 14 26% 20 gam i FI 18% |26 42% 1,10 16% 
Secy/Treas/Cont. 48 6 12% 17 35% 8 17% ws? 2st 5 wy 
Total 150 30 20% |51 34% [27 18% 163 42% 1/20 3% 
President 40 8 20% {15 38% 8 20% | 26 42% 4 10% 
Vice-President 62 25 40% 126 42% 121 34% 137 60% | 20 32% 
Secy/Treas/Cont. 48 24 50% |31 65% 1/23 48% |33 69% 119 40% 
Total 150 57 38% 172 48% 152 35% | 96 64% | 43 29% 
President 40 10 25% |16 40% Di ia. . § WE 
Vice-President 62 22 338% 127 44% 119 BIR iss Fnwiwye @2e 
Secy/Treas/Cont. 48 23 48% |33 69% |24 50% |33 69% | 19 40% 
Total 150 55 37% 176 51% 152 35% 193 62% 142 28% 
President 40 ° 232% i118 38% ° 2% 123 <6 4 10% 
Vice-President 62 20 32% 125 40% 120 32% 134 33% | 1 “205 
, Secy/Treas/Cont. 48 26 54% 135 73% 126 S4% 128: 72% 4 20 485 
Total 150 55 37% i175 30% 155 37% 194 -632% 148 25 
President 40 9 23% i115 38% 7 18% 125 63% 5 A2% 
Vice-President 62 20 32% 119 339% 114 23%. 130:..48% 432 222 
Secy/Treas-Cont. 48 15 31% {27 56% 116 33% 124 BWRitls ws 
Total 150 44 29% 163 41% 137 25% i179 S3HR 13S 28% 
President 40 12 30% 15 38% 8 20% {23 58% 7, we 
Vice-President 62 146 26% 122 35% 112 WH tee ee > Th 
Secy/Treas/Cont. 48 § 10% 817 33% 7 15% |13 27% 5 eS 
Total 150 33 22% 154 36% 127 46%: 171 O73 ae 14% 
President 40 7 18% 113 33% 8 20% {20 50% y. 1S 
Vice-President 62 12 109% 120 32% i110 16% 126 42% 1773 18% 
Secy/Treas/Cont. 48 10 21% {22 46% S$ Wt. ité. 32m 6 12% 
Total 150 29 19% 535 3 26 17% 62 41% 24 16% 

———— 
President 40 § 13% 14 23% 7 1S ifs... 2 6 Wy 
Vice-President 62 14 23% 20 32% 113 #$25% jae S¢6 12) | Se 
Secy/Treas/Cont. 48 8 17% |22 46% 7 3s it3 2s 4 8% 
Total 150 27 18% 136 37% 127 36H 167 435% tae (2 
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tives in many areas of the country. 
One of the questions asked of 
every man was: “How many busi- 
ness problems confront you in a 
typical day, and in what areas do 
they usually lie?” 

Not one executive questioned 
faced less than four problems in 
an average day. Most said they 
dealt with anywhere from six to 
eight business problems. 

There are some exceptions. Ed- 
win L. Jones, Jr., president of J. A. 
Jones Construction Co., Charlotte, 
N.C., says, “I occasionally come 
up against 10 to 20 business prob- 
lems a day. They can range all the 
way from questions of policy to 
the more practical areas, such as 
equipment purchases.” 

Practically every executive in- 
terviewed said his decision mak- 
ing responsibilities ran across the 
board. These top level men re- 
ported a continual involvement in 
such areas as sales, purchasing, 
marketing, traffic, accounting, ad- 
vertising, and research and devel- 
opment. 

In short, there’s virtually no area 
of his business a top manager 
doesn't enter. 


How deeply involved? 


The facts show that the ma- 
jority of high level executives— 
presidents, vice presidents and 
financial officers (treasurers, con- 
trollers, etc.)—are personally in- 
volved in many kinds of decisions. 

But the question remains: how 
deeply are they involved? Are 
they, in effect, rubber stamps for 
practical decisions made down the 
line? Once policy is set, is their 
approval perfunctory? Or do they 
play an active part in the decision 
making process? This is the kernel 
of the problem. 

To get the answers, the editors 
selected several representative de- 
cision making areas. Policy and 
operating areas were included 
equally. 

Then, taking each area sepa- 
rately, the researchers asked 150 
top executives what precise role 
they played in the decision mak- 
ing process. Did they enter the 
early phases, when actions were 
being considered? Did _ they 
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The 150 top executives ques- 
tioned by Business Manage- 
ment's researchers were 
asked at which stage they 
became involved in major 
policy decisions. 

The facts here clearly show 
that most top managers are 
involved in every stage of a 
major decision: considera- 
tion, planning and final deci- 
sion making. 


actively participate in planning? 
Were they involved in, or re- 
sponsible for, the final decision? 

Here are some key results of 
these probing interviews. (For a 
full breakdown of the decision 
making areas covered, plus the 
complete responses, examine the 
charts on pages 48, 49, 50 and 51.) 
Investing. Over two-thirds (113) 
of the executives questioned said 
they would be personally involved 
in decisions to invest corporate or 
employee trust funds. 

Of the company presidents in- 
terviewed, 68% said they would be 
involved in early considerations, 
75% said they would actively par- 
ticipate in planning, and 88% said 
they'd be involved in, or respon- 
sible for, the final decision. 

Of the vice-presidents, 40% 
would enter investment decisions 
in the early stages, 48% would take 
part in planning, and 55% would 
be involved in the final decision. 

As would be expected, more 





113 executives indicated they would 
be involved in decisions to invest 
corporate or trust funds. 





118 executives indicated they would 
be involved in discussions to provide 
group insurance or pension programs. 


q 





110 executives indicated they would 
be involved in the purchase of a com- 
puter. 





92 executives indicated they would 

be involved with marketing decisions 

such as diversification of product line. 
 - 





89 executives indicated they would 
be involved in modernization of pro- 
duction equipment. 


financial officers would be in- 
volved in investment decisions 
than vice-presidents. Sixty-nine 
percent of the financial officers in- 
dicated they'd enter these de- 
cisions from the beginning, 75% 
said they'd play a major role in Each 
planning, and 77% reported they’d decis 
be in on the final decision. Since 

In other words, well over two- ber 
thirds of the presidents and top 
financial officers questioned said 
they would play a major role in 
every stage of an investment de- 
cision. 

But, obviously, investing is a 
major policy decision. Let’s take a 
more routine type of decision and 
see what the executives said. 
Office furniture. Many people 
think that the buying of office fur- 
niture falls in the office manager's 
bailiwick. But these facts show 
that top management is firmly in- 
volved in just such a_ practical 
area as this. 

continued on page 106 
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Men early phases of participate final deci- 
questioned consideration in planning sion making 

President 40 27 68% 30 75% 35 88% 

Vice-President 62 25 40% 30 48% 34 55% 
Secy/Treas/Cont. 48 33 69 % 36 75% 37 77 %o 
Total 150 85 57% 96 64% 106 71% 

President 40 25 63% 27 68 % 34 85% 

Vice-President 62 28 45% 41 66% 42 68% 

Secy/Treas/Cont. 48 29 60% 31 65% —lU OO] 

Total 150 82 55% 99 66% 109 73% 

President 40 15 38% 20 50% 33 83% 

Vice-President 62 28 45% 30 48% 38 61% 

Secy/Treas/Cont. 48 32 67 % 30 62% 2S Fam 

Total 150 75 50 % 80 53% 106 71% 

President 40 18 45% 23 58 % 30 75% 

Vice-President 62 28 45% 30 48% 38 61% 

Secy/Treas/Cont. 48 7 15% 11 23% 14 29 %o 

Total 150 53 35% 64 43% 82 55% 

President 40 18 45% 19 48% 30 75% 

Vice-President 62 21 34% 31 50% 39 60% 

Secy/Treas/Cont. 48 6 12% 9 19% 16 33 % 

Total 150 45 30% 59 39 Yo 85 57 %e 


Each of the 150 executives interviewed was asked how many executives in his company always participate in all 
decisions of major proportion. 

Since this number obviously varies with the size of the company, results reported below are analyzed by the num- 
ber of full-time employees. 


*Based on 114 executives answering this question. 
Number of Employees 


No. of men All firms Up to 499 500 - 999 1000 & Over 
Only one 10% 14% 8% 6% 
Two or fewer 28%, 36% 21% 25% 
Three or fewer 54% 55% 50 % 54%, 
Four or fewer 64% 69 Yo 67 %o 58% 
Five or fewer 78% 86% 75% 73% 
More than 5 22% 14% 25% 27 Yo 
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amu Does it take a 
sleuth to interpret your annual 
reports and other financial data? 
It shouldn’t—but some firms 
fumble when it comes to deliver- 
ing clear-cut information about 
themselves to the investment com- 
munity: security analysts, stock- 
holders and potential investors. 


What—and what not— 
to tell a 


SECURITY ANALYST 





Some firms fumble in delivering their stories to security analysts and inves- 
tors. This article tells why, and tells how to get your message over. It also 


lists the facts you should disclose—and what you should keep confidential. 


Result? These firms diminish 
their chances of attracting inves- 
tors and of building up the mar- 
ket value of their stock. 

Don't let antiquated ideas about 
company “conservatism” and “pol- 
icy” stand in the way. You may 
have a strong story to tell about 
the financial condition of your 
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firm. But if analysts and_stock- 
holders don’t know about it, it 
doesn't do you any good. Like a 
sin of omission, it can even do 
you harm. 


Recent survey 


These two facts emerge from a 

recent survey of 1600 security 
analysts conducted by Harshe- 
Rotman, a Chicago public rela- 
tions firm. 
=» Most publicly owned companies 
do a pretty good job of reporting 
financial information to security 
analysts and investors. But there is 
obvious room for improvement. 
» Some firms unaware of what 
information .« security analyst 
needs and how to get it to him, 
are missing a strong chance to 
make their companies attractive 
to potential investors. 

The security analysts them- 
selves claim they're a pretty hard 
bunch to fool. If they want infor- 
mation about a company, they can 
generally get it one way or an- 
other. 

But it doesn’t make sense for a 
company to play hide-and-seek 
with information. Suppose _ the 
analyst gets tired of digging? Or 
suppose he becomes antagonized? 
Either way, he’s not going to be 
favorably impressed when he 
comes to report your company 
story to investors—if he reports it 
at all. 

The Harshe-Rotman survey un- 
covered some key company weak 
spots in dealing with security an- 
alysts. 

To round out the picture, Bust- 
NESS MANAGEMENT editors inter- 
viewed three top security analysts. 
Their remarks, coupled with the 
survey report, show what to tell 
the financial community, how to 
tell it—and what you should keep 
confidential. 


Why some firms fumble 


No company tries consciously to 
damage its chances of attracting 
investors. But some do anyway. 
According to the survey, to which 
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247 security analysts responded, 
there are two main reasons why. 

1. Some managers are appre- 
hensive about revealing more 
about their companies than they 
have to. They believe that secrecy, 
per se, is a virtue. 

2. Many firms which have re- 
cently “gone public” are inexpe- 
rienced in the financial world. 
They don’t know how to com- 
municate with investors, nor to 
whom the messages should go. 

Security analyst David Bell of 
Gruss & Co., New York, recalls 
this recent incident: 

“IT had to call on a rather large 
company for a dividend date. I 
didn’t want anything else—nothing 
I should not have known—just the 
date. I had to talk to five or six 
people in the company’s New 
York office, before I was told that 
this information was not available 
in New York. 

“I got pretty burned up about 
it, and I told these people that 
they were very badly set up. 
There was no one person respon- 
sible for giving out this informa- 
tion. 

“But the company was quick to 
correct this mistake. Now it has an 
office for stockholder relations in 
New York, just for this purpose.” 

Here’s an example of mistaken 
company secrecy related by An- 
alyst Bell: 

“This has happened many 
times, but this particular time I 
was calling on an oil company. Its 
stock was at a low point for the 
year. The firm had given out very 
little information about itself. In- 
cidentally, this company had a 
vice president in charge of finan- 
cial relations—so even that’s no 
guarantee that the right kind of 
information will be forthcoming. 

“I asked this officer general 
questions—questions any analyst 
would ask. And he had some fa- 
vorable news to report. So I said: 
‘Why don’t you send out a report 
to your stockholders and tell them 
just what you told me? 

“The officer replied that he had 
tried to talk his president into it, 
but the president was reluctant. 


Sometimes companies feel that in- 
formation can someday come back 
to haunt them. Why? I don’t 
know.” 


What’s the ideal setup? 


Analysts speak of an ideal com- 
pany-stockholder setup that is now 
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becoming much more common 
with many firms. It’s this: 

There is one corporate officer 
whose task is to coordinate finan- 
cial relations. He knows the finan- 
cial community personally. He 
knows what is wanted by analysts 
and _ stockholders, and generally 
knows how to communicate with 
them. 

According to Allen Gage, secur- 
ity analyst for Parrish & Co., Wall 
Street brokers, “You see this fi- 
nancial public relations officer 
more in the larger companies. But 
this kind of setup is becoming 
more and more commonplace 
than even three years ago. Com- 
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““Good management is a difficult 
thing to define and recognize, but 
it’s very important.” 


JAY SMITH 


panies are becoming more inter- 
ested in financial public relations. 
They are getting to know more 
about it, and are using it more.” 


How they size you up 


Most companies (if they're pub- 
licly owned) do a pretty good job 
of reporting information to the 
financial community. Analysts are 
emphatic about this. They insist 
that they want nobody to do their 
jobs for them. Their job is analy- 
sis. They have plenty of criticism, 
however, for the way some firms 
fail to inform stockholders—even 
when the information is favorable. 

Some companies are missing out 
on building the right impression 
in the minds of these influential 
insiders, as well as stockholders 
and investors at large. 

How? 

= By doing no more than the legal 
minimum in making financial in- 
formation public. 

# By scrambling information in 
such a way as to make it unin- 
telligible to stockholders. 

= By doing a poor job, generally, 
in communications with the finan- 
cial community. 

Much financial information 
comes to analysts automatically. 
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Or they get it through the 10-K 
report which is filed with the SEC, 
or through standard references 
such as Moody, Standard & Poor, 
Dun & Bradstreet, etc. But much 
of the information an analyst uses 
comes as a result of his own 
efforts and own contacts. 

David Bell says that he prefers 
to dig. He feels that this gives 
him a competitive advantage. He 
learns something that everybody 
else doesn't have. 

But all analysts agree that the 
quality of management is the sin- 
gle, most important factor. 

Rating a company’s top man- 
agement, analysts also agree, is 
the most difficult thing to do. 
Good management is difficult to 
define and difficult to recognize. 
Jay Smith, security analyst with 
the Wall Street firm of Wood 
Struthers & Company, says: 

“Even if you have a range of 
contacts in addition to the com- 
pany’s financial officer, it’s still 
awfully hard to get the feel of a 
whole company management 
group. In some industries you get 
a pretty good feel through con- 
tacts in the trade. In new, highly 
technical fields, we get a great 
deal of help from firms such as 
Arthur D. Little & Co. 

“Top consulting organizations 
give us pretty good steers in ap- 
praising the skills of certain elec- 
tronic or chemical companies. 
They provide information in a 
way that we could not hope to get 
ourselves from just talking with 
the company management.” 


Information checklist 


What analysts and stockholders 
want most is the story behind the 
figures. Even if your company is 
now privately held it’s important 
to know how to communicate to 
the financial world, should you 
wish to “go public” at some later 
date. 

Here’s a checklist of what to tell 
—how to tell it—and what not to 
tell to the financial community. 

1. New markets. New territor- 
ies, at home and abroad, can im- 
prove your profit potential and 
play a vital role in investment de- 
cisions. 


2. New methods of distribution. 
Getting the goods to market in a 
faster, more efficient, more profit- 
able way is a behind-the-balance- 
sheet consideration that analysts 
want to know. 

3. Changes in marketing poli- 
cies. Right or wrong, popular or 
unpopular, these changes affect 
your growth. 

4. Mergers and acquisitions. An 
addition to your capacity or di- 
versification in your product line 
through this kind of expansion, is 
important investment news. 

5. Interim financial reports. In- 
vestment decisions are made every 
day, but annual reports appear 
once a year. The analyst needs 
interim reports if his counsel is to 
be truly up-to-date. 

6. The directions, not the se- 
crets, of R&D. No firm can be ex- 
pected to reveal specific details of 
its highly competitive research ac- 
tivities and what they portend. 

7. Future plans. The financial 
community should know when 
you announce an expansion of fa- 
cilities, a re-location, new man- 
agement policies. 

8. Cold, hard facts about profit 
and loss. Whether the story is 
good or bad, tell it to the analyst 
before he digs for it himself. 

There’s the example of the 
Lockheed president who told New 
York security analysts of a $55 
million loss over a_ half-year, 
which represented 37% of the total 
shareholders’ equity in the com- 
pany. The company made a full 
disclosure of the situation through 
a sustained period of pre-condi- 
tioning the investment public, the 
company's stock rose from 21% to 
28 in less than two weeks—despite 
the woeful news. Of course, this 
gain was not due entirely to the 
company’s frankness about its fi- 
nancial condition, but secrecy 
might have had an opposite effect. 

9. New applications of current 
products. A widening market for 
current products bears heavily on 
profit. 

10. New products. Most firms 
understand the importance of 
product publicity. But tell it to 
stockholders and analysts as well 
as to customers. 

11. Industry news. Analysts find 
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news of industry developments 
helps provide perspective. 


How to tell it 


How should you report these 10 
kinds of information to the ana- 
lyst? On the basis of the survey, 
here’s the way he would like to 
receive it. 
=» Where does he learn most? 

According to the survey, ana- 
lysts feel they learn most pre- 
liminary information about an in- 
dividual company by reading 
newspapers and financial publica- 
tions. They rate annual and in- 
terim financial reports second, and 
plant tours and interviews third. 

Other sources of information 
are: corporate newsletters, pub- 
licity reprints, news releases and 
brochures; security analyst meet- 
ings; word-of-mouth in the fi- 
nancial community; management 
speeches; corporate advertising. 

a What’s wrong with annual re- 
ports? 

This prized symbol of | self- 
expression appears often to be 
sadly lacking in vital details, ac- 
cording to the analysts. A total of 
67% of the survey returns stressed 
that annual reports generally “offer 
insufficient details on company ac- 
tivities.” The remainder stated 
that details were unusually satis- 
factory. Not one analyst com- 
mented that reports burden him 
with too much detail. 

What details are normally lack- 
ing? Eighty-one percent said that 
reports should “place more stress 
on research and development, fu- 
ture plans.” (This, of course, de- 
pends on the industry.) 

Although the primary complaint 
was on gross lack of detail several 
words of caution were empha- 
sized regarding details that are 
presented. They might be summed 
up by this comment from Sher- 
wood Benson, security analyst for 
Allstate Insurance Co. 

“Another not infrequent prac- 
tice which annoys me greatly is 
the failure of companies to adjust 
properly for dilution, such as sale 
of new stock or acquisition of an- 
other company, when revealing 
the past record. 

“I believe corporations will be 
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much better off when they come 
to realize that it is well-nigh im- 
possible to fool analysts. Ana- 
lysts will be frustrated for a time, 
and even angered, by the lack of 
good financial information, but 
they won't be fooled.” 

Sometimes companies fail to tell 
a good financial story well enough 
through the annual report. Ana- 
lyst Bell recalls such a case: 

“There is a company in which I 
had a lot of interest. At the time, 
I thought it had a great future. 
But when it presented its annual 
report it did not make clear its 
true financial condition—which 
was good. 

“All the information was in the 
report. If you were an expert you 
could find it. But it was not gath- 
ered and summarized in a way 
that made it easily understandable 
to the stockholder or potential in- 
vestor. 

“For example, the company had 
a tremendous cash flow. But you 
could only figure this out if you 
looked on one page where you 
saw the earnings statement (let’s 
say $2.50 a share), and then looked 
several pages further in the re- 
port, where vou learned that the 
financial position was really much 
better because there had been a 
reduction in debt. The company 
didn’t state this, but on the bal- 
ance sheet you saw that it had re- 
duced its debt. 

“This company actually had a 
cash flow of more than six dollars 
a share. I suggested that they put 
on the first page that ‘last year 
earnings were $2.50 per share 
against 56 cents for the previous 
year. And that the cash flow ‘in- 
creased from $2.38 to $6.74. Debt 
was reduced from $17 million to 
$5 million.’ I wanted a condensed 
report of the company’s financial 
condition, that’s all. 

“The next year the company 
provided this consolidated infor- 
mation, and the stock more than 
doubled. At the time of the other 
report, the stock was at its lowest 
point.” 

# What about interim financial 
reports? 

Three-quarters of the analysts 
felt that these reports suffer from 
insufficient detail. Only one re- 
























































“Some firms feel that information 
they reveal will return to haunt 


them. Why? | don’t know.” 
DAVID BELL 


spondent, in fact, stated that they 
are too abundant in detail. More- 
over, 38% also mentioned that 
these reports are not sent fre- 
quently enough, thus losing their 
value as a communications bridge 
between major reports. 

# Should analysts receive news 
letters and news releases? 

After the annual and interim re- 
ports have been mailed, many 
companies feel that the uncom- 
fortable task of informing inves- 
tors is now over. But they should 
take another look at the array of 
other valuable communications 
tools needed to keep analysts up- 
to-date, according to 87% of the re- 
spondents. 

These analysts stressed that 
such devices as the corporate 
newsletter, mailed directly to the 
analyst, are valued sources of in- 
formation. Slightly less than half 
cautioned, however, that most 
current letters are too company 
oriented in nature, and should be 
broadened to include news of in- 
dustry-wide scope and_ implica- 
tion. 

Analyst Bell sees some compa- 
nies making the mistake of send- 
ing out too many small bits of in- 
formation in too many releases: 

“When a company sends out a 
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release stating that it received an 
order for $2 million, and then an- 
other for $4 million, and so on— 
this doesn’t mean anything. If at 
the end of the quarter, the com- 
pany can say ‘We have orders for 
$60 million in goods, as against 


$40 million last 
means something.” 

Approximately one-third of those 
queried also suggested that they 
be included on mailing lists for 
corporate press releases of major 
importance—whether or not the 
content directly involves financial 
news. Several stated that such re- 
leases are received far too seldom. 
The point is highlighted by the 
fact that 31% emphasized that 
legitimate releases “substantially 
affect the analyst's impression of 
the corporation’s securities as an 
investment consideration.” 

Again, a word of caution. Quan- 
tity and frequency mean little 
without quality; 57% pointed out 
that the average press release that 
is received does not offer suffi- 
cient details on the announced 


year —then, it 


merger, acquisition, sales figures, 
dividends, stock splits, new prod- 
ucts, general forecasts, etc. 

What applies to newsletters and 
news releases also applies to mag- 
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azine article reprints mailed to 
analysts; 62% said that most re- 
prints of articles on corporate ac- 
tivities are valuable source ma- 
terial, containing “information 
helpful to investment decisions.” 
And, almost two-thirds stated that 
such devices are used too infre- 
quently. 

s What about annual shareholder 
meetings? 

A chronic fear among execu- 
tives today is that they will bore 
their “guests” at an annual meet- 
ing—prompting them to empha- 
size brevity, sparkle, and even 
live entertainment. Contrary to 
this conception, most analysts feel 
that annual meetings do net elab- 
orate enough upon essential de- 
tails. Only 17% said that meetings 
generally run too long and_ be- 
come too involved in detail. 

Are visual presentations too 
massive and confusing? (14% think 
so.) But, 47% would like to see more 
expansive presentations, especially 
dealing with past, present and fu- 
ture developments in the firm. 


# To whom will the analyst lend 
an ear? 

Analysts don’t strive to reach 
the top men in only the largest 
companies. Asked to name_ the 
size corporation whose president 
they primarily would be _ inter- 
ested in hearing, 12% specified 
heads of firms that gross $60 mil- 
lion or more per year; 8% indi- 
cated the $20-million-and-up cate- 
gory. But a significant 80% of the 
analysts said that they are inter- 
ested in hearing heads of publicly 
held firms of “almost any size.” 


= What should the 
choose as a subject? 

Here analysts were divided, 
with 69% asking for an elaboration 
on developments in the speaker's 
own firm, while 31% would rather 
hear discussions of industry-wide 
developments—indicating that a 
wise speaker should choose a 
happy balance. 

In some fields, the personal con- 
tact of the company president 
with security analysts is extremely 
important. Analyst David Bell re- 
calls a meeting that really worked. 


president 


“Several years ago, a group of 
analysts were invited uptown to 
meet the new chief executive of 
the Pepsi-Cola Company. This 
was the late Albert Steele. 

“This man took his hair down; 
he pulled no punches. And I don't 
think there was an analyst who 
left the meeting who was not im- 
pressed with Mr. Steele; who did 
not think that Mr. Steele was the 
man for the company, and that 
Pepsi-Cola was going to make it.” 

But the task should not be 
limited to the company presi- 
dent alone. While 21% of the re- 
spondents said that they found 
personal interviews useful only 
with the chief executive officer, 
40% stated that interviews are val- 
uable with any financial officer, 
29% agreed that any officer would 
be acceptable, and 10% suggested 
persons other than officers. 


What not to tell the analyst 


As in any other phase of mod- 
ern business, financial public rela- 
tions are based first and foremost 
on common sense. To be sure, suc- 
cess is dependent not only upon 
frankness but upon strategy and 
diplomacy as well. Thus, while 
considering what the analyst 
wants, it would be wise to pause 
and consider what should not be 
told. Don't give out: 


1. Premature data on new prod- 
ucts—released before the product 
has been tested and perfected, or 
prior to informing distribution 
channels; also price changes, spe- 
cial promotions or design changes 
which would be valuable to com- 
petition if known in advance. 

2. Notice of acquisitions or 
mergers under negotiations—in 
cases where premature announce- 
ment might hinder successful 
completion. 

3. Details on unprotected prod- 
ucts or processes—which are ex- 
clusive property and yet non-pat- 
entable. 

4. Announcements in advance 
of employee notification—employ- 
ees should not hear of a move or 
layoff by reading the newspaper 
or listening to rumor. Any signifi- 
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Harshe-Rotman's survey went to 1600 security analysts. Replies 
came in from 247 analysts. You can use these results to meas- 
ure your own communications with the financial community. 


78% want more stress on R&D, future plans 


None want less emphasis on R&D, future plans 


67 % feel reports offer insufficient detail 


None feel reports about company activities are too de- 
tailed 


75% feel these reports provide insufficient detail 


| 87 % feel they contain some information of value 


51% 


say they are too company oriented; should carry 


more industry-wide news to broaden the scope 


80% 


are interested in hearing executives of firms of al- 


most any size 


| 44% 
47 % 


criticize the lack of elaboration on details 


want more visual presentation of past, present and 


future developments 


63 % 


15% 
42% 
37 % 


79 % 


| 39% 
30% 
20 % 


are generally satisfied with these meetings 


say tours are too lengthy and elaborate 
feel tours are satisfactory 


say they are too limited 


report these are generally granted 


find interviews with financial officer useful 
say interviews with any officer are useful 


report interviews are useful only with the chief ex- 


ecutive 


(Answers do not total 100% since respondents’ replies overlap 


detail.) 
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in some categories and others are not reported in complete 





cant steps should be communi- 
cated to them before releasing the 
information to the financial and 
general public. 

5. Exclusive information to a 
few select analysts—although firms 
may build friendships through 
this type of favoritism, they make 
long term enemies of the broad 
investment community. 

6. Sales and earnings forecasts 
—when the prediction is an- 
nounced for the sole purpose of 
elevating the stock price. 

The National Industrial Confer- 
ence Board conducted a _ recent 
survey on relations between man- 
agement and security analysts, 
and found five additional kinds of 
information that are usually not 
revealed. These are: 

1. Breakdowns of sales and 
earnings by divisions or product 
lines. 

2. Sales to individual customers. 

3. Monthly sales and earnings 
reports. 


4. Market share by product. 


5. Dollar value of backlog or 
bookings. 

Companies withhold informa- 
tion in these areas because they 
regard this as “competitive infor- 
mation.” 


What about your firm? 


This fact is apparent: security 
analysts are not interested in just 
the blue chip companies. They 
must reach out beyond the thin- 
ning supply of giants. 

Also, there is more money 
around today begging to be in- 
vested. Pension funds, mutual 
funds, insurance companies—all 
are looking for growth opportuni- 
ties for the huge sums at their dis- 
posal. As a result, their security 
analysts must sift through infor- 
mation about thousands of lesser 
known companies to meet this de- 
mand. Your firm might be one. 

If you make the security ana- 
lyst’s job easier, you increase your 
chances of attracting investors. If 
you are elusive with information 
about your company, you may be 
chopping down a not-so-mythical 
money tree. = 


































Part four of a four-part series: 


Fow to build sales 
with Nouse organs 





Good “external” house organs or newsletters can be strong sales tools. They 


wont sell by themselves, but they can create a favorable climate for your salesmen 


or dealers to operate in. Here's what these publications can do—and 


how to produce one that will help you sell. 


by Michel Lipman 


SSE: ROS, Starting from 
scratch in an already highly com- 
petitive field, an indemnity insur- 
ance company secured 7,500  in- 
dependent local agents—5,000 
more than any other company in 
the state—in less than two years. 
s A major collection agency 
boosted its national business over 
300%—and built up local business 
to an unprecedented high. 

=» A manufacturer reports more 
sales and stronger dealer loyalty 
with volume growing in the face 
of a declining market. 

» A nurseryman won scores of 
customers and started a successful 
and profitable “Shrub of the 
Month Club.” 

These companies made it the 
hard way—against experienced, 
hard-fighting competitors. Each 
attacked its problem in a different 
way. But one common tool served 
each company—a monthly house 
organ or newsletter. 


Sales builders 


There are many house organs 
or newsletters now being pub- 





Michel Lipman is a communication 
expert who specializes in teaching 
techniques of clear writing. 
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lished. About 5,000 is a conserv- 
ative estimate. The actual number 
is probably far greater. 

Most of them are the “external” 
type—sent to dealers, customers, 
opinion makers, suppliers. The 
“internal” type go to employees 
mainly. Their purpose: to build 
employee relations and under- 
standing. 

“External” house organs are the 
sales builders. They run the gamut 
from big, beautiful, four-color 
magazines with articles by top 
professional writers, to small, 
mimeographed letter-type publi- 
cations. 

Circulation may range from a 
few score to several million. De- 
spite tremendous differences, they 
all have one basic purpose: to 
build a favorable climate for the 
company; to project a friendly, 
cooperative “public image.” 

The idea didn’t start recently 
with the motivational experts. The 
very first house organ helped pro- 
ject an image that is alive today, 
after more than two centuries. It 
was Benjamin Franklin’s “Poor 
Richard’s Almanack,” published 
in the early 1700’s. Franklin’s bi- 
ographer says, “It attained an as- 
tonishing popularity.” 


Franklin’s primary purpose, his- 
tory tells us, was to interest addi- 
tional customers in his printing 
service. 

Actually, the publication helped 
make him one of the most popular 
men in the colonies. Franklin built 
a definite “public image’—and it 
helped him sell a lot of printing, 
too. 


The newsletter 


Modern companies do much the 
same thing. And it doesn’t seem 
to matter whether the publication 
is a big expensive book, or a 
modest informative letter. Here’s 
an example of a newsletter that 
is really effective. 

Thelma Ray Osborne is presi- 
dent of a large San Francisco col- 
lection agency. Understandably, 
collection agencies aren’t too pop- 
ular. But they do fill a very impor- 
tant need by acting as “policemen 
of the credit system.” 

Mrs. Osborne wants her com- 
pany, now handling some $18 
million a year in delinquent ac- 
counts, to be understood by its 
clients. She wants its policies, at- 
titudes and resources to be known. 

How do you build a favorable 
image for a collection agency? 
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Mrs. Osborne decided to do it by 
giving information about credit— 
a newsletter carrying information 
that would help customers with 
their slow-pay problems. 

Most issues of the newsletter 
carry stories about the credit de- 
partments of major industries, 
such as banks, oil companies, in- 
surance firms, manufacturers. 

There’s an important advantage 
operating here for Mrs. Osborne. 
Companies are happy to be inter- 
viewed and written up. Mrs. Os- 
borne is able to talk directly to 
top management; become better 
known under favorable circum- 
stances. Often the companies in- 
terviewed want several hundred 
copies for their own distribution. 
And they always get them. 

Mrs. Osborne says, “A substan- 
tial number of very important 
clients have been gained for us 
through these stories.” 

But industry stories alone didn’t 
build the present image. In her 
newsletter Mrs. Osborne often 
writes in a very personal vein—her 
thoughts on the changing eco- 
nomic picture; her observations on 
the coming of spring; a new hat. 

The result is that many busi- 
nessmen throughout the country 
“know” Mrs. Osborne, though 
they've never met her. The Os- 
borne newsletter serves as an ex- 
cellent door opener for the firm’s 
salesmen.® 


Sales adjunct only 


A word of caution: few business 
newsletters or house organs will 
do the complete sales job by them- 
selves. They must be followed up. 

Industrial Indemnity Company 
used an informational newsletter 
to trigger its rapid growth. 

Executive Vice President T. G. 
McGuire and his associates figured 
it wasn't enough to motivate the 
companys independent agents. 
They had to be informed; given 
examples, proofs, sales aids. In- 
dustrial did this with a company 
magazine called “The Insurer.” 
And it was careful not to stress 
sales only. 

Industrial gave representatives 
other important information: 
changes in legislation affecting 





*If you would like sample copies of the in- 
expensive newsletter used by Mrs. Osborne 
to increase business, write directly to the 
author, Michel Lipman, Central Tower, San 
Francisco. Editor 


their type of insurance. It cited 
changes in rates and acturial data. 
“The Insurer” also carries reports 
on recent medical rulings. 

But Industrial didn’t stop with 
“The Insurer.” It produced spec- 
ial direct mail pieces, booklets and 
manuals. It developed young, 
highly trained company represen- 
tatives who worked specific areas 
as sales managers, calling on local 
brokers. The company developed 
an outstanding safety program 
and conducted a public informa- 
tion campaign on farm and in- 
dustry safety. 

“We are convinced,” says Mc- 
Guire, “that our successful sales 
effort was due to having a sound 
product, backed by a program of 
thorough, helpful, thoughtful in- 
formation furnished to brokers 
and the public. Information has 
unquestionably been our most 
potent sales tool.” And much of 
that information was transmitted 
through Industrial’s newsletter. 


What’s the objective? 


The purposes of a company 
publication can vary widely. A 
clear objective is important. 

You might want to describe new 
products coming out of your 
plant. You might want to tell 
about new sales methods you've 
worked out. Or tell dealers about 
a national promotion you're break- 
ing. You might just want to keep 
customers happy. 

Conceivably, you might make 
your publication do several jobs. 
Whatever your purposes, be sure 
you and your editorial staff under- 
stand them thoroughly. 

s A Madison, Wisc. firm issues 
“Electric Heating and Cooling 
Magazine.” Its purpose: to tell 
readers how electric heating (re- 
sistance heating and heat pump) 
is better than fossil fuel equip- 
ment. Readers are commercial 
builders, architects, electrical con- 
tractors, motel owners, dealers, 
distributors. 

» The Maytag Company publish- 
es “The Maytag Merchandiser.” 
Its editor runs dealer success 
features and stories about unusual 
promotions. Readers also get “how 
to” articles on washing, ironing or 
drying clothes. There’s informa- 
tion, too, about wash-and-wear 
garments and new uses for other 
Maytag appliances. 





» “Aluminum” is issued monthly 
by Kaiser Aluminum & Chemical 
Sales, Inc. It goes chiefly to indus- 
trial distributors. But its editor 
doesn’t write exclusively of alu- 
minum and its uses. The insti- 
tutional message is there, all right, 
but there is also bright human in- 
terest material, with photos. 
“Aluminum” covers such _ sub- 
jects as pets, wild animals, chil- 
dren, hobbies, unusual  occu- 
pations. Kaiser management wants 
the good will of males in the 35- 
50 age group, mostly in manage- 
ment, in the metals industries. 
Each house organ serves a pur- 
pose in its particular field. Among 
the thousands in existence, most 
feature a “soft sell” approach. 
They seek good will and under- 
standing first; try to move their 
product second. The real sales 
work is done in other ways. 


Is it for you? 


A house organ isn’t something 
a company just “jumps into.” Here 
are some of the points to think 
about before making a decision: 
=« Can we keep it going? 

There’s material everywhere in 
a company—but it takes a vivid 
and lively imagination to see it 
sometimes. Don’t depend on your 
dealers, nor employees either, to 
send in material on a voluntary 
basis. Unless they're trained pro- 
fessionals, they seldom see the 
story right under their noses. Be 
sure you can tap rich veins of in- 
formation—and keep on tapping 
them month after month. 


What will it cost? 

The actual printing cost of a 
four-page newsletter needn't ex- 
ceed $100 for 3,000 copies. But 
there’s more to it than this. 

Someone—or several people— 

continued on page 101 
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< BUSINESS 


DISPUTES 
~ Painlessly 


! 





You can settle business wrangles quickly, painlessly 
and privately through commercial arbitration. It’s much 
faster than the courts, usually far cheaper—and 

there's no danger of notoriety. Here's how 


arbitration works—and what it can do. 
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que §=Your firm risks 
a potentially explosive dispute in 
every business transaction _ it 
makes. 

Consider the instances in which 
misunderstandings, mistakes and 
differences of opinion can flourish: 
buying, selling, leasing, building, 
hiring, licensing . . . the list is end- 
less. And each item carries the 
seeds of dispute. 

Fortunately, major business dis- 
putes are rare, compared with the 
amount of transactions executed 
every day. 

But what happens when dis- 
putes crop up? 

The disputing parties can, of 
course, battle their way through 
the courts. Many of them do. 

But more and more companies 
are using commercial arbitration 
to resolve their difficulties. One 
clear indication: the American 
Arbitration Association has had a 
50% upsurge in its commercial 
case load in the last 10 years. 

Why is arbitration becoming 
more popular? There are several 
reasons. 

Court calendars are _ over- 
crowded. Delays can run_ into 
years. Litigation is costly and 
time consuming. It often leaves an 
aftermath of bitterness. And legal 
battles can attract the harsh light 
of unfavorable publicity on corpo- 
rations that have labored long to 
build a favorable public image. 
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Here are the six major advan- 
tages of commercial arbitration 
when it comes to unwrinkling 
business disputes. 


ADVANTAGE NUMBER ONE: 
SPEED 


Arbitration is often the quickest 
way to have an argument settled. 
Here’s why. 

Congested court calendars mean 
that delays in pursuing claims may 
amount to years. Plaintiffs and de- 
fendants must be prepared to sus- 
tain the costs of litigation over a 
long period of time. 

When a dispute involves a sub- 
stantial sum of money, the delay 
in bringing a case to trial causes 
inconvenience at the very least— 
at the most, downright catastro- 
phe. A large firm may be able to 
afford having sizable sums tied up 
over the years, undesirable as it 
may be. A smaller firm may be 
brought to the brink of disaster. 

Here’s an example. Under the 
contract between a book pub- 
lisher and a distributor, the latter 
was to pay, for each shipment of 
books, 15% of the total cost of the 
books on a certain date. On an- 
other date, the distributor was to 
make a second payment of 40%. 
He was to retain the remainder of 
the price as his “adequate margin 
of safety” until all the titles on the 





particular shipment were fully ac- 
counted for—either sold or re- 
turned to the publisher. 

The distributor ceased making 
payments. When the publisher de- 
manded them, the distributor 
balked. He claimed he was hold- 
ing onto the money for a “margin 
of safety.” Virtually all the pub- 
lisher’s working capital was frozen. 
He brought a demand for arbitra- 
tion to recover the sums he 
claimed were due him. 

The distributor agreed to have 
the argument arbitrated. 

An attorney, the head of an ac- 
counting firm, and the president 
of another publishing company 
comprised the board of arbitrators 
that heard this dispute. They de- 
cided that the distributor had 
breached the contract. They 
awarded the publisher the amounts 
they found were due him, plus in- 
terest. Far from going out of busi- 
ness, the publishing company still 
is operating. But had it been 
forced to wait out court action, it 
might have gone bankrupt. 

Even when money is not a 
major problem, no efficient com- 
pany wants to have unresolved 
problems hanging fire for years. 
Licensing and patent agreements, 
for example, cause a number of 
disputes. Unless these are re- 
solved with dispatch, important 
organizations may come to a halt. 

One chemical corporation had 


Points at issue are discussed in de- 
tail. Here, an inventor demonstrates 
his device at a commercial arbitra- 
tion hearing. 
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Construction experts doubling as ar- 
bitrators examine blueprints in a 
building dispute. 


supplied another company with 
equipment and processing meth- 
ods for producing cleaning com- 
pounds. The licensee then 
branched out, manufacturing 
other items similar to those cov- 
ered by the agreement between 
the two firms. The licensee also 
devised some new pieces of ma- 
chinery. 

The licensor believed that roy- 
alties should be paid for the new 
products and equipment too. The 
licensee disagreed. Both compa- 
nies sought a speedy determina- 
tion through arbitration. They got 
it—in one month, three weeks and 
six days—from a panel composed 
of a professor of chemistry, a 
patent attorney, and a chemical 
corporation executive. This knowl- 
edgeable board decided exactly 
which products and which equip- 
ment were subject to royalty pay- 
ments and which were to be ex- 
cluded. 


ADVANTAGE NUMBER TWO: 


Since arbitration is nearly al- 
ways quicker than a court battle, 
it is naturally cheaper. 

Companies involved in litiga- 
tion must stay in a constant state 
of alert. This “constant alert” can 
extend over all the months and 
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years it may take a case to come 
to trial. The costs, not only of 
legal fees but in terms of the time 
of highly paid executives, can be 
enormous. 

The company may also have to 
set aside a large reserve of funds 
to cover a claim. And by the time 
one party is granted a money 
award, the sum may be eaten up 
in fees and expenses. 

Arbitration offers several econo- 
mies. 

For one thing, commercial arbi- 
trators serve without charge. For 
another, lawyers usually spend 
less time on an arbitration than in 
a court action. Consequently, their 
fees can be smaller. 

Also, the disputing parties can 
save the expense of the expert 
witness. That’s because one or 
more of the arbitrators on any 
given panel is ordinarily a spe- 
cialist in the field or phase of 
business in dispute. 

There are fees involved in arbi- 
tration. As a charge for adminis- 
tering a claim, the American Arbi- 
tration Association bases its fees 
on a sliding scale in which the fee 
is proportionate to the claim. 
Sometimes the two parties agree 
to split the fee before the case be- 
gins. 

But more frequently, the arbi- 
trators decide how the fee will be 
paid. It may be divided equally, 
the loser may be ordered to pay, 
or the panel may decide that a 
certain proportion should be paid 
by each party. 

Claims that come before commer- 
cial arbitrators—and the awards 
they make—range from a few dol- 
lars to millions of dollars. That’s 
why it is difficult to give any 
“average claim or “average” fee. 

But it is real economy when two 
companies can, for the expendi- 
ture of a nominal sum, get fast 
and expert determination of a 
controversy. 

In one recent case, the question 
concerned annual rental for busi- 
ness headquarters in a _ choice 
New York City location. 

Landlord and tenant had pro- 
vided in a contract that, if they 
could not agree on the rent when 
the lease was renewed, they 
would accept the decision of an 
arbitrator. The arbitrator who 
made the decision was himself a 
specialist—the president of a real 


FACTS ABOUT 
ARBITRATION 


Q What is arbitration? 


A The referral of a dispute by 
voluntary agreement of the 
parties to an impartial person 
for determination on the basis 
of evidence and argument by 
the parties, who agree in ad- 
vance to accept the decision of 
the arbitrator as final and bind- 
ing. 


Q What is the American Arbi- 
tration Association? 


A A private, non-profit member- 
ship organization devoted to 
advancing the knowledge and 
use of voluntary arbitration. The 
Association, which has head- 
quarters in New York City and 
16 branch offices throughout 
the country, does not itself arbi- 
trate disputes. It does provide 
panels of arbitrators and the 
facilities for conducting arbitra- 
tions: administrative services, 
hearing rooms, and orderly 
procedures according to _ its 
rules and standards. 


Q Do other organizations arbi- 
trate commercial disputes? 


A Several trade associations have 
their own arbitration machinery. 
AAA cooperates closely with 
these groups. In many _in- 
stances, it establishes special 
panels for them. 


Q How does a dispute go to 
arbitration? 


A The contract may contain a 
standard clause requiring the 
parties to submit any future dis- 
pute to arbitration in accord- 
ance with AAA rules. Even if 
the agreement does not contain 
an arbitration clause, the 
parties can sign a ‘‘submis- 
sion" to have an existing dis- 
pute determined under the Com- 
mercial Arbitration Rules of the 
AAA. 


Q How are arbitrators selected? 


A The AAA maintains National 
Panels of over 13,000 arbitra- 
tors. When it receives an arbi- 
tration claim, the names of men 
qualified to arbitrate that claim 
are sent to both parties, who 
then select their arbitrators 
from among these men. 
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Q Must a company be repre- 
sented by a lawyer? 


No, but almost all companies 
choose to be represented by 
counsel. : 


How final is an award? 


Awards are final, binding, and 
enforceable in the courts. They 
can be overturned if there has 
been evident misconduct or 
fraud on the part of the arbi- 
trators. These upsets are ex- 
tremely rare. 


Q What do lawyers think about 
arbitrations? 


Many lawyers include or recom- 
mend the inclusion of an arbi- 
tration clause in the contracts 
they draw up. A growing num- 
ber of lawyers now specialize 
in handling arbitrations and de- 
rive a_ substantial portion of 
their income from this source. 

Prominent attorneys have 
long been interested in advanc- 
ing arbitration, and most bar 
associations now have active 
arbitration committees. Whit- 
ney North Seymour, a distin- 
guished attorney and former 
president of the American Bar 
Association, is a past president 
of the American Arbitration As- 
sociation, former Chairman of 
the Board, and now serves as 
chairman of the AAA Law Com- 
mittee. 


Q Are there occasions when 
arbitration should not be 
used? 

A Some controversies can be re- 
solved better in court. Mr. Sey- 
mour states: ‘‘Where there are 
technical legal issues or such 
matters as statutes of fraud or 
limitations, it may be best to 
seek summary judgment in 
court or some other form of 
court determination. Lawyers 
should be able to recognize is- 
sues which are best excluded 
from coverage of arbitration 
clauses, opposed to those which 
turn on questions of fact or 
settled questions of law.” 

Some state arbitration sta- 
tutes specifically bar from arbi- 
tration disputes over custody of 
children, title to real estate, or 
disputes where the public in- 
terest is predominant. 


>oO 
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estate firm. Thoroughly experi- 
enced in the rental of business 
properties, he listened to the argu- 
ments of landlord and tenant at a 
hearing, and inspected the prem- 
ises. Then he set a rental figure 
he considered fair, and the parties 
abided by his decision® 

The entire fee, divided equally 
between the parties, was only 
$200. This covered complete ad- 
ministration of the proceedings by 
the AAA, the use of the hearing 
rooms, selection and appointment 
of the arbitrator, and all paper- 
work. The arbitrator, as usual, do- 
nated his services. 


ADVANTAGE NUMBER THREE: 


Modern business is so complex 
that its various phases are pre- 
sided over by specialists. In re- 
solving controversies that arise out 
of business, many executives pre- 
fer an avenue that also provides 
expert assistance. 

Each of the more than 13,000 
men on the national panels of the 
AAA is a recognized expert in his 
profession or business. These top 
executives and leading profes- 
sional men contribute their serv- 
ices without charge because they 
believe it their duty to the busi- 
ness community. 

In court a company takes its 
chances as to the degree of ex- 
pertise and objectivity that will 
be brought to bear on a case. 
Both sides must rely on their ex- 


* Before the AAA will take a case, the par- 
ties must agree in advance to accept the 
decision of the arbitrator as final and bind- 
ing. 





pert witnesses and on the per- 
suasive powers of their lawyers. 
Since a jury may be influenced 
more by colorful oratory than by 
facts, objective consideration of a 
case is not always had. 

As the late Judge Learned Hand 
stated: “In trade disputes one of 
the chief advantages of arbitra- 
tion is that the arbitrators can be 
chosen who are familiar with the 
practices and customs of the call- 
ing, and with just such matters as 
what are current prices, what is 
merchantable quality, what are 
the terms of sale, and the like.” 

Knowledge makes arbitrators 
less likely to be persuaded by ora- 
tory. Indeed, as so often happens, 
when one or more of the arbi- 
trators is himself an attorney, the 
counsel for the parties find that 
their rhetoric has no influence, 
that the claim will be determined 
on facts, not verbal skills. 

Expert determination was es- 
pecially important in this case. 

A firm of well-known engineers 
had contracted to design and su- 
pervise the construction of a new 
plant for a major metal producer. 
The metal company made monthly 
payments, under the contract, to 
the engineering firm. Then the 
metal company refused to make 
further payments and served a de- 
mand for arbitration. It claimed 
the plant was not designed prop- 
erly and the facility would not be 
capable of producing the desired 
volume. 

The total sum claimed, includ- 
ing damages, ran to over $10 mil- 
lion. 

The engineers answered that 
the plant was being built strictly 
according to plans the company 


Arbitrators 
trekked out to 
the ware- 
house when 
the dispute 
involved 
broom straw 
quality. 
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had approved. The engineering 
firm filed a counterclaim for sums 
due it under the contract. 

This claim understandably con- 
sumed an unusual number of 
hearings. 

The arbiters were prominent 
businessmen: a_ banker familiar 
with financing such facilities, an 
attorney distinguished for his cor- 
porate law practice, and the presi- 
dent of another major metal pro- 
ducing corporation, who was well 
versed in the technical side of 
constructing production facilities. 

Their decision, disallowing the 
entire claim of the metal company 
and allowing the counterclaim of 
the engineering firm, was rooted 
in their own comprehensive 
knowledge of such _ transactions 
and of the underlying principles 
of contract law. (Despite the great 
amount of time they spent, the 
arbitrators refused the parties’ 
offer of compensation. ) 


ADVANTAGE NUMBER FOUR: 
PRIVACY 


A bedrock principle of commer- 
cial arbitration is privacy. An arbi- 
tration is not a matter of pub- 
lic record. Hearings are closed. 
Awards are not made public. 

An accusation against a com- 
pany, whether justified or not, 
does not mar the corporate image, 
damage the company reputation, 
nor injure its credit standing. 

Here’s a case where privacy 
was highly important. 

A manufacturer of excellent 
repute sold about $350,000 worth 
of component parts to another 
company. Several contracts were 
involved. The buyer met the 
monthly bills for a time, then 
ceased payment. The manufac- 
turer demanded arbitration, claim- 
ing breach of contract. The second 
company replied that the con- 
tracts had been obtained by fraud. 

An accusation like this, whether 
or not true, can do irreparable 
damage to a company if it is made 
public. And this one would have 
attracted the press if the claim 
had been made and answered in 
court proceedings. Even if the ac- 
cused company had been absolved 
in the course of litigation, the 
harm would have been done. 

As it happened the arbitrators 
found no substantiation for the 
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charge of deceit, and they awarded 
the manufacturer the amounts due 
him, plus interest. 


A common claim in arbitration - 


is that goods or equipment pur- 
chased were defective. If the 
charge is that a toy whistle didn't 
toot as promised, that’s a com- 
paratively trivial matter. 

But if the accusation is that one 
pharmaceutical company shipped 
adulterated drugs to another, the 
accusation is extremely serious. 
Here, privacy is paramount. 

In one case heard in AAA hear- 
ings, the arbitrator’s investigation, 
which included having a chemical 
analysis made, indicated that 
drugs had _ inadvertently been 
adulterated. The amount of dam- 
ages was determined and the case 
closed without any leak to the 
public. The drug company was 
able to recall shipments that had 
been made to wholesalers. 

But if the incident had become 
public, confidence in the drug 
house would surely have been un- 
dermined, and the company’s rep- 
utation and business gravely in- 
jured. 


ADVANTAGE NUMBER FIVE: 
NO LEGAL LIMITATIONS 


Arbitration is a quasi-judicial 
proceeding. It is not above the 
law; rather it is an adjunct to it. 

Although the arbitrators’ ap- 
proach is grounded in commercial 
law, they are not bound by the 
strict rules of evidence that pre- 
vail in court. The atmosphere of 
an arbitration hearing is orderly, 
but not formal and forbidding. 
Arbitrators can hear every argu- 
ment, review every bit of evidence 
that may help them to decide a 
case. They can ask questions to 
clarify issues. 

This non-legalistic approach can 
be especially useful in cases that 
involve the human relationships in 
business. 

Here’s an example. 

The senior partner in a manage- 
ment consulting firm decided to 
retire from active work. He sold 
his partnership to the three 
younger members of the firm, and 
the contract provided that he 
would be given an office “equiva- 
lent” in every respect to the one 
he had previously occupied. 

The older man then took a 


lengthy vacation. During his ab- 
sence, the young heads of the firm 
took space in a new building. 
They decided that they did not 
want their ex-partner to be on the 
executive floor in the center of 
operations. They guessed he 
would probably interfere, although 
he was no longer a partner. So 
they gave him a small office on an- 
other floor. 

When the ex-partner returned 
and saw the office he had been 
given, he raised the roof. He 
threatened to sue—and the younger 
men did not want the dispute to 
reach the courts. As supposed ex- 
perts in human relations, they 
didn’t want their failures aired in 
public. 

Since all of them were familiar 
with arbitration, they decided to 
call in the arbitrator. 

In the informal atmosphere of 
the hearing room, the arbitrators 
heard both sides and questioned 
them. Instead of dealing only with 
the bare bones of the contract, 
they dealt with the human aspect 
of the problem: the older man 
who didn’t want to be put on the 
shelf—the younger ones who 
wanted to operate without coach- 
ing from the sidelines. The arbi- 
trators decided in favor of the 
older man—and said he was en- 
titled to an executive office. 


ADVANTAGE NUMBER SIX: 
GOODWILL 


Lengthy court battles tend to 
generate bitterness. 

But the informal atmosphere of 
an arbitrator gives both parties an 
opportunity to talk it out—and this 
frequently relieves the tension. 
Also, in arbitration, the lines be- 
tween “winners” and “losers” are 
not so clearly drawn as in court 
action. 

Once a dispute has been re- 
solved, both parties frequently 
continue to do business with each 
other. 

That’s just what happened in 
one recent case. 

A company that was moderniz- 
ing its plant is still doing business 
with the contractor with whom it 
had a dispute. One of the firm’s 
vice presidents had seen a special 
kind of flooring at an exhibit of 
building materials and wanted it 


continued on page 104 
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Make 
selling 
every em ployee’s 


JOD a testeD way To BOOST SALES 


Plant or office workers may never sell to a customer, 





but they can make or break a sale as surely as a salesman. 


That's the idea behind Racine Hydraulics & Machinery, 


Inc.'s “sales awareness’ program. It is designed to 


push quality, performance, morale and sales 


up—and it works. Here's how. 


ummm There are ways 
to transform employee _ indiffer- 
ence into lively interest in their 
jobs and your customers. (This 
applies to office as well as plant 
employees—at all levels.) 

When you've licked employee 
indifference, you'll probably find 
customer relations, quality, job 
performance and morale shooting 
up. Chances are sales will jump. 

One company achieved these 
results with a low cost “sales 
awareness” program. Here’s how 
it worked. 


The problem 


Racine Hydraulics & Machin- 
ery, Inc., Racine, Wisc., is a grow- 
ing company. 

But company officials are aware 
that growth can be a mixed bless- 
ing. As public relations director 
Byron J. Langenfeld puts it, 
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“Growth can cause a lack of per- 
spective on the part of many em- 
ployees. Here’s why. 

“In a small company, it is rela- 
tively easy for everyone to see the 
whole picture—internal and exter- 
nal—to be close to the works and 
close to the customers. It is diffi- 
cult, however, to preserve this 
cozy atmosphere as a company 
grows. Expansion means special- 
ization for most employees. Often 
they miss seeing the full pattern 
because their duties demand such 
close attention to a segment of it. 

“This narrowing of vision often 
occurs in the employees’ relations 
with, and attitude towards, the 
customers. There is the danger 
that customers may simply _be- 
come hundreds or thousands of 
names on letters, orders and in- 
voices. When this happens, con- 
sciousness of the value and signi- 
ficance of the individual customer 


grows dim to employees. 

The company decided to pre- 
vent such an occurrence; and to 
keep a keen sense of customer 
appreciation among employees. It 
wanted to be sure the selling 
spirit was not limited to the sales 
and advertising departments. 


The solution 


First, the company explored 
various ways to strengthen em- 
ployee interest in customers—and 
in their own jobs. It decided to 
concentrate on four major areas, 
through which it could rivet home 
the idea that selling is everyone’s 
job. 

# Selling as a plant-wide respon- 

sibility. 

# Selling through quality. 

# Selling through good house- 

keeping. 

s Selling through courtesy. 
Obvious subjects? To be sure; 
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“People believe what 





you say about your 


company.” 


“Interest in our 


company begins with 
s¢ 


us. 





& 
‘Our customers have a 
right to our best.” 





*““Good sales are the 
measure of work well 
done.’’ 


These are some of the mottos 
the company displayed through- 
out the plant during the ‘‘every- 
one sells’’ campaign. 
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so obvious that their significance 
is frequently overlooked in the 
press of daily business. 

Since the effectiveness of the 
program depended on stimulating 
every employee, Racine Hydrau- 
lics & Machinery Inc., decided to 
send a personal letter covering 
one subject at a time to each em- 
ployee. The firm wanted to con- 
centrate on each subject for a 
month; hence the letter program 
was strung out for four months. 

Each letter was printed on the 
inside of a folder that carried a 
handsome color photo of the main 
plant. This was done to weave in 
pride in the company with the 
letter campaign. 

As one officer states, “Pride in 
company is so closely bound to an 
effective selling attitude that the 
two are inseparable. They are 
part of one image; one _ philoso- 
phy.” 

Each letter was inscribed with 
the employee’s name in hand let- 
tering, and personally delivered to 
his place of work. 


The four letters 


The first letter came from the 
company president, John Erskine. 
Subject: importance of sales. 

President Erskine outlined sales 
awareness in broad and _ vivid 
terms. He pointed to the many 
ways employees could  sell—no 
matter what their jobs might be. 
He illustrated the obvious signifi- 
cance of sales as the key to every 
business reward. He stated that 
sales awareness was the basis of 
employee job opportunity and se- 
curity. In his words: 

“Each of us is vitally interested 
in the rewards of a good job in 
terms of wages and salaries, good 
working conditions, job security, 
insurance protection and retire- 
ment benefits. Each of these 
things has its roots in sales. The 
growth of each depends on sales.” 

Letter two was written by the 
vice president of marketing. 

Subject: quality. 

He emphasized that every em- 
ployee—no matter what his duties 
—affected sales through quality of 
workmanship. He pointed to qual- 
ity as an irrefutable sales argu- 
ment. He said: 

“No matter what job you or I 


may be doing, the customer is the 
final inspector. He is looking over 


’ our shoulders and he doesn’t miss 


a thing. He judges us on every 
phase of our performance. .. . : And 
when the score is added up, good 
sales are the measure of work well 
done.” 

The third letter was signed by 
the vice president of operations. 

Subject: company appearance. 

The impressions that the ap- 
pearance and conditions of facili- 
ties make on visitors can make or 
break sales, he pointed out. He 
stated that confidence is bred by 
the appearance and conditions of 
a place of business. He said: 

“All of us are fashioning an 
image of our company—an image 
that sells or repels. Keeping a 
clean bench, maintaining a tidy 
desk, sweeping a floor—each of 
these is a sales act, remote as it 
may seem from the job of con- 
vincing a customer to buy our 
product.” 

The final letter came from the 
executive vice president. 

Subject: courtesy. 

He clearly outlined the sales 
impact of plant-wide warmth and 
friendliness. Most business cuts 
and bruises can be healed through 
friendliness and courtesy, he 
wrote, but can be infected by 
their absence. He stated: 

“Friendliness and courtesy are 
remembered. A machine operator 
who is cordial to a visitor is sell- 
ing. An office employee who han- 
dles a_ telephone’ complaint 
promptly and pleasantly is selling. 
There are thousands of such op- 
portunities every year—and the 
success of our company depends 
to a great deal upon our use of 
them.” 


Other stimulants 


Management knew that the let- 
ters alone could not accomplish 
the program’s objectives—they had 
to be driven home. 

To supplement the letters, huge 
banners were hung throughout 
the plant. They were lettered, 
“Selling is every employee’s busi- 
ness.” This served as a general 
slogan for the whole campaign. 

Cartoon treatments of the sub- 
jects of the month were posted 

continued on page 92 
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Research a Package 


New packages can breeze through a dozen tests, but fail because one 
critical area went untested. It’s important to know what to test for, how to 
test it—and what you can't test. Packaging research is not foolproof. 

Here are some plusses—and some pitfalls—of package testing. * 
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When _ product 
sales drop, packaging often gets 
the blame. And frequently, pack- 
aging is at fault. 

But it would be more to the 
point to put the blame on poor 
packaging research—or not enough 
packaging research. 

The trouble is that packaging 
testing is a fuzzy area. Many firms 
don't know what they are really 
testing in a package. Others know 
what they want to test, but may 
not know the best way to test for 
it. 

For instance, a package may 
pass a dozen tests beautifully. But 
it may fail in the marketplace be- 
cause of one area that wasn't 
tested, because the research was 
interpreted incorrectly, or because 
the wrong characteristics were 
checked. 


One example 

Some years ago, one of the giant 
food canners asked U. S. Testing 
Co. to make a study of a proposed 
label change for its tomato juice 
cans. 

The canning company was un- 
decided on which of two labels to 
use: a label which showed a glass 
of tomato juice, or a new label 
with a picture of a well-known 
cartoon character. 

The first test U. S. Testing Co. 
ran (using a panel of some 100 
consumers) showed a marked pref- 
erence for the label showing the 
cartoon character. Fortunately, 
neither the canner nor U. S. Test- 
ing Co. wanted to stop with that 
test alone. 

U. S. Testing Co. decided to 
use an indirect method for testing 
the effectiveness of each label. 
The firm asked a new panel how 
it liked the juice in each of two 
cans—one with the traditional 
“juice glass” label, and one with 
the new cartoon character label. 

Although the juice in each can 
was identical, the panel showed a 
significant preference for the juice 
in the can with the “juice glass” 
label. This was just the reverse 
preference of the first test. Panel 
members stated that the juice in 
this can was superior in quality, 
had better flavor, was thicker, con- 
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This is one way to test consumer reactions at point of pur- 
chase. This simulated supermarket shelf permits the package 
to be placed at any level or next to any competitor. 


This testing booth was set up in a major railroad terminal. 
Participants are selected at random, which gives the testing 
company a fairly good cross section of consumers. 


A good way to test consumer reaction to package design and 
color is through the use of tachistoscope. Images can be 
flashed quickly, or allowed to sink in for several seconds. 
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tained richer tomatoes, had more 
vitamins, etc. 

Both the canning company and 
U. S. Testing Co. learned a valu- 
able lesson from these two tests: 
it is important to know what 
youre testing for. 

The first test produced a pref- 
erence for the cartoon character 
on the label. It may have been the 
more pleasing design. 

But the second test tested more 
than the label. It tested which 
label the consumer would actually 
buy. It’s obvious that the second 
test was a closer test for actual 


sales. While consumers may have 
preferred the design of the cartoon 
character label, they found they 
did not care so well for the juice 
inside. 

There could have been a sharp 
decline in repeat sales if the car- 
toon character label had been 
adopted. 

This example of controlled 
packaging research was reported 
at the First Symposium of Pack- 
age Design Research, held in 
New York by the Package De- 
signers Council. 

The discussions held at this 
symposium point up many pitfalls 
in packaging research which com- 
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panies marketing to consumers 
can avoid. 


Four pitfalls 

Here are four pitfalls in packag- 
ing research which were empha- 
sized by Walter Stein, of Ray- 
mond Loewy/William — Snaith, 
Inc., a marketing oriented design 
firm. 
» Pitfall: no competitive testing. 

The package cannot be studied 
apart from its competition. It sells 
in an environment that is deliber- 
ately competitive. If package de- 
signs are tested in a similar en- 





vironment, then those “triumphs” 
of artistic design, but failures in 
the marketplace, can be avoided. 
A package for a cake mix may 
have the most attractive halftone 
or four and five color reproduction 
of a freshly baked cake, with all 
the flavor appeal a manufacturer 
could ask for. But place it on a 
shelf with several other similar 
boxes—and the package measur- 
ably loses distinctiveness. 
» Pitfall: when package research 
mimics advertising research. 
Remember that a package must 
do quite a distinctive job from 
an ad. The “reader” of a package 
is not stationary. The shopper's 


feet move at approximately four 
inches per second. Her eyes move 
at some 12 inches per second. A 
package cannot lose any time in 
making its point. 

s Pitfall: no test for repeat sales 
appeal. 

The package must convince the 
buyer that she has made the right 
choice over and over again. The 
package must look well in the 
kitchen, perform well opening and 
closing, be spill-proof and have 
other qualities of security and pro- 
tection of the contents. The pack- 
age may have good re-use quality. 
# Pitfall: research that is all lab— 
no field. 

The market effectiveness of a 
package can’t be measured fully 
by putting on a white smock, set- 
ting yourself in front of a “select- 
ograph,” and asking a so-called 
national panel of nine persons 
whether they can read the logo- 
type or not. 

Market effectiveness is deter- 
mined by carefully weighing and 
balancing the effects of store per- 
sonality, layout, shelf crowding, 
price marking, the lateness of the 
shopping hour, the degree of fa- 
tigue, the distraction of screaming 
kids lagging behind, the push and 
jostle of crowded aisles, the vague, 
and often strangely distorted re- 
membrances of things read or 
seen on TV, and many other fac- 
tors indiscernible at present. 

It can be measured only by a 
thorough study of the shopper in 
action; through instruments and 
techniques which will measure 
and illustrate the intricate psy- 
cological patterns of that shopper 
in action. 


What can you test? 

A package has many qualities: 
color, design, ease of opening and 
closing, ease of shelf stacking and 
strength—as well as the contents. 
When testing for one characteris- 
tic—color, for instance—it’s best to 
eliminate all other characteristics 
that might affect the color pref- 
erence—design, shape, package ap- 
pearance, etc. Some firms have 
wanted to test the effectiveness of 
a color, but have shown it as it 
appears in the design on the pack- 
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age. Consequently, there’s no real 
way to tell whether consumers are 
reacting to the color or the de- 
sign, or both. 

Some researchers, to get con- 
sumer reaction to color alone, 
simply show swatches of color. 
This gives an indication of color 
preference. Then they test the 
color and the design, to check 
whether the color is still effective 
for the ultimate package. 

But the key question remains: 
which qualities of packages pro- 
duce positive reactions, and which 
cause negative reactions? 

U. S. Testing Co. has uncov- 
ered several factors which control 
likes and dislikes. Director of Re- 
search Noel Schwartz reported on 
these characteristics, and some 
methods for testing them. 
= Color affects consumer reac- 
tions. 

U. S. Testing Co. discovered 
that color of food was an impor- 
tant variable which influenced 
consumer judgment. In reduced 
light, when a test was made of 
two tomato juice samples of dif- 
ferent colors, there was about a 
50-50 preference for the two 
juices, although the flavors were 
identical. When shown in full il- 
lumination (with the flavors still 
the same) there was a marked 
preference for the traditional, typ- 
ically colored tomato juice in con- 
trast to tomato juice which was 
more reddish brown in color. Ob- 
viously, food color is an important 
influence when testing, and must 
be observed when other tests on 
containers or packages of food are 
made. 
= Color and design are closely 
linked in testing packages. 

In one test for selecting a de- 
sirable set of colors for a tooth- 
paste box, U. S. Testing Co. 
found that it was impossible to 
evaluate color without the de- 
signs. 

But the testers wanted to dis- 
cover what impact color had on 
design. So, U. S. Testing Co. pre- 
pared swatches of color on each 
one of the packages. Then each 
member of a consumer panel was 
shown sample color swatches 
showing four different combina- 
tions of color. The panel members 
were asked: “What packages do 
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these colors suggest?” A definite 
pattern of response was found. It 
was learned that people do asso- 
ciate designs with colors. 

= Color can suggest fragrance. 

Using a set of perfume fra- 
grances, a panel was asked to as- 
sociate fragrance with color. Each 
fragrance was placed in a coated 
flask, and the women were told: 
“Here is the fragrance, here is a 
set of colors. Which color does 
each particular fragrance make 
you think of?” 

One fragrance suggested mostly 
reds, blues, dark tans; another, 
principally pastel shades; a third, 
very bright colors. 

The question remains, “Is the 
thing reversible? Can a package 
be prepared which will in some 
way attribute some specific qual- 
ity to a product—such as desirable 
fragrance, or odor—through the 
use of color?” U. S. Testing Co. 
states that there are indications 
that these color attitudes are re- 
versible; that color on a package 
may suggest certain odors. 

# Color and flavor compatibility. 

A paper cup company asked 
U. S. Testing Co. to select colors 
for a paper cup design. The com- 
pany wished to use a standard de- 
sign for its cup, but vary the color. 
The firm did flavor preference 
tests as in relation to color. 

Tests were made on milk, cola, 
and soup, using identical samples, 
but varied the color of the design 
on the cup. A significant color 
preference for each flavor was 
found. The cup company then 
knew which color cups to recom- 
mend for each liquid. 
= Label design as it affects taste. 

In a test to measure label de- 
sign against preference for brands 
of whiskey, a method of testing 
known as the “semantic differen- 
tial” was employed. 

The semantic differential is a 
method where pairs of opposite 
attributes are used to measure 
consumer reactions. These attri- 
butes might be: high quality, low 
quality; mild, strong; etc. The 
panelists were asked to assign a 
numerical value to each sample 
somewhere between the two ex- 
tremes. Six whiskey bottles, all 
containing the same _ whiskey, 
were used in the test. 


In one case, the panel was 
asked to rank, in order of prefer- 
ence, the whiskey from three 
bottles which contained printed 
brand names but no label designs. 

In the second case, three whis- 
key bottles were used with the 
regular bottle labels. Label de- 
signs were found to have a signifi- 
cant effect on how the whiskey 
tasted, even though the same 
brand of whiskey was used in all 
six bottles. 


Test limitations 


« Effect of group dynamics. 

Many researchers send samples 
to consumers’ homes for testing. 
But results of this kind of testing 
may be influenced by the family 
group as it is seated around the 
table. What is the influence? What 
are the dynamics of the group? 

One research firm decided to 
find out what effect a significant 
member of the group has on the 
group, in terms of shifting the re- 
sponses or attitudes of the rest of 
the group. 

Samples of baked beans were 
used to test for flavor. In an indi- 
vidual situation, where judgments 
were obtained in isolations, sepa- 
rately, there was a significant pref- 
erence for brand B. 

Then a roundtable situation was 
set up where one member was in- 
structed to speak up in preference 
for Brand A. In this manner, the 
judgment of the group was very 
easily manipulated—and Brand A 
came out ahead. 

So, the firm found that it could 
not simply send sample products 
to the home for testing. There 
would be no way of knowing who 
was influencing the decision. 

The most influential person 
might be a member of the family 
who was not concerned with the 
purchase of the product. 


= Simulating the store environ- 
ment. 

Many packaging research or- 
ganizations use store simulators to 
test packages under controlled 
competitive conditions. The use- 
fulness of the store simulator de- 
pends upon the ability of the sim- 
ulator and the investigator to 
control the variables being tested. 
It is not a real shopping situation, 
but many of the conditions of the 
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How much does ‘‘old fashioned’’ 
job time calculation cost? 


Only you can know for sure what your company pays every 
day for clerks to calculate and record elapsed (actual 
working) time in your plant. With Calculagraph you can 
save these costs because it does the calculating — and 
without error — automatically and fast. A large eastern 
manufacturer found this out when he installed Calcula- 
graph. He is now saving the cost of one clerk per 200 pro- 
duction employees. Annually this comes to important 
dollars. Why not check your costs now? 


HOW THE CALCULAGRAPH “500” METHOD SAVES MONEY 


The Calculagraph “500” is 
the most unique job time 
recorder on the market today 
because it calculates, as well 
as prints, the record. The 
production employees merely 
ring “‘in’”’ and ‘‘out,”’ and one 
Calculagraph can serve an 
entire department. Existing © 
job cards usually can be 
adapted easily for use with 
the Calculagraph. Write for 
new “‘Pocket Digest.”’ 





MK CALCULAGRAPH COMPANY 


277 Ridgedale Ave., Hanover, New Jersey 


(Circle number 103 for more information) 
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store environment can be dupli- 
cated. 

The U. S. Testing Co. simulator 
consists of a section of supermar- 
ket shelves that can be rotated for 
angle viewing. This device permits 
testing packages on the basis of 
design alone, in a situation of mass 
display, price marking, P-O-P dis- 
tractions and close to competing 
products. This device can _ be 
changed to simulate a drug 
counter, soap counter, etc. 

The simulator can test specific 
design qualities such as diagonal 
against horizontal. All other char- 
acteristics (color, etc.) remain the 
same. The order in which each de- 
sign is identified and the time in- 
terval required to be identified 
can then be measured. 


interrelated motives 

In any package testing situation 
the client-manufacturer is often 
confronted with three separate 
and sometimes antagonistic points 
of view which must somehow be 
amalgamated into a_ packaging- 
marketing decision: 1) Market re- 
search. 2) Design. 3) Sales. 

Dr. Gerhart D. Wiebe, partner, 
Elmo Roper & Associates, makes 
the point that experts in all three 
of these interests must work with 
each other toward the same goal, 
but usually each is about equally 
uninformed in the other's speciali- 
zation. The manufacturer-mar- 
keter must be wary of being 
overly influenced by any one in- 
terest. 

The market researcher has faith 
in quantification, measurement 
and objectivity, and skepticism 
toward subjective judgments and 
vested interests. 

The designer (who resents his 
work being subjected to rulers and 
calipers and decimal points by 
people who don’t even claim to 
share his insights) feels entitled to 
expect that the researchers be at 
least impregnable in their objec- 
tivity. 

The sales executive (and pos- 
sibly the top manager) wants 
nothing so much as a reduction of 
the “if’s” and “maybe’s” as to 
whether the package will aid 
sales. 

In this atmosphere the re- 
searcher is sorely tempted to act 
as if his data were conclusive. If 
he succumbs, he adds a booster to 
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the cycle of misunderstanding. 
For research in these areas is al- 


most never conclusive—only in- | 


dicative. It narrows the margin of 
uncertainty. 
Research limitations 

Here are some limitations re- 
searchers face. It’s good to be 
aware of them. 


s The first limitation lies in the | 
area of sampling. Sampling hinges | 


on the relationship between a 


representative sample and its uni- | 
verse. The universe is a large | 
group from which the representa- | 


tive sample is drawn. 
When the universe is specified, 


and a proper sample is drawn | 
from it, there is a highly depend- 


able body of statistics with which 
to work. But frequently, in pack- 
age research, this is not the case. 

The true situation is often some- 
thing like this. The client-manu- 
facturer or marketer says to the 
researcher: “Here are three pack- 
age designs. I'm already over my 
budget, but if you can keep the 
costs down, I'd like to test them 
on about -200 housewives.” And 
perhaps when the cost estimates 
are submitted, that 200 shrinks to 
100. 

Note what has happened. The 
universe has not been specified, 
but the sample has. It is incon- 
ceivable that the researcher could 
select 100 housewives that are 
representative of the nation’s 
housewives. But it is equally in- 
conceivable that the client is in- 





terested only in the 100 women | 


sampled. 

He assumes that these women 
in the test sample will respond in 
the same way as hundreds of 
thousands of other women if they 
were tested. That is, he is inter- 
ested in the universe, not the sam- 
ple from that universe. 


The researcher is not now using | 


statistical science, and the client 
and the designer should bear this 
in mind. The researcher can make 
only a judgment or a guesstimate. 
He judges that there is a very 
large group of housewives repre- 
sented, but he is not sure. 

=» The second limitation involves 
the definition of the preference 
that is being tested for. It is im- 
portant to know what is meant; 
visibility, legibility, command of at- | 
tention in the context of competi- 
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BNA Offers Complete B NA 


Labor Relations Reports 
tailored to your needs 


Read the brief descriptions of BNA’s 
authoritative labor relations reports below, and then 
check the coupon for additional information 


1. DAILY LABOR REPORT-—For the policy-making labor 
relations executive in business, unions, and government. Complete 
overnight coverage of all significant developments in the labor 
field. In convenient format, 50-60 pages every day, plus Special 
Supplements. 


2. LABOR RELATIONS REPORTER—The “Granddaddy” 
of all labor reports, constantly cited as authority. Over 100 bound 
and looseleaf volumes give full-text coverage on Labor Relations, 
State Laws, Wages and Hours, and Labor Arbitration. 


3. LABOR ARBITRATION REPORTS~—An unequalled rec- 
ord of the settlement of every conceivable type of labor dispute. 
Full-text awards and settlements of arbitrators, boards, and fact- 
finding bodies. In 30-odd fully indexed volumes (with keyed digests). 


4. LABOR RELATIONS EXPEDITER-A one-volume loose- 
leaf deskbook for quick reference and professional use on all major 
topics in the field of labor relations. Full discussions of leading 
cases, rules and doctrines. Text of labor laws, regulations, and 
forms. 


5. LABOR POLICY & PRACTICE-A practical, common- 
sense guide to successful employee relations, covering the fields of 
Labor Relations, Wages & Hours, Personnel Management, and 
Pay Policies. Six binders contain thousands of case histories and 
examples of board and court decisions, arbitration awards, and 
collective bargaining. Non-technical, easy to read. 


6. COLLECTIVE BARGAINING NEGOTIATIONS AND 
CONTRACTS- Exhaustive coverage of wage rates and data, and 
cost-of-living figures; bargaining issues, demands, counter-pro- 
posals, and settlements; strategy, techniques, industry facts and 
figures. Thousands of current contract clauses quoted and analyzed 
for basic patterns. In two volumes. 


7. SERVICES LABOR REPORT-—Weekly report on union- 
Management activities in service industries field of hotels, restau- 
rants, laundries, building services, in-plant feeding and other cater- 
ing, taxicab companies, cleaning and dyeing chains. 


8. WHITE COLLAR REPORT -Weekly report covering em- 
ployee-management relations of clerical, technical, scientific, pro- 
fessional, and white-collar workers. 


9. RETAIL LABOR REPORT-Weekly report exclusively de- 
signed for retail field. Tailor-made for management and unions in 
retail stores, food and drug chains. 


10. CONSTRUCTION LABOR REPORT -Weekly report on 
union-management developments in construction labor field. 
Covers state and federal legislative developments; court, board, 
and arbitrators’ decisions; union policies and activities; collective 
bargaining. 


r——— Use this coupon to get more facts about BNA’s comprehensive labor relations services ——— > 
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1960 Fraud Loss 37.6% 
Greater than ALL 
Electric Power Common 
Stock Dividends 


Electric power companies are big- 
business. They paid an estimated 
$1.09 Billion in common stock divi- 
dends in 1960. Yet this gain was far 
less than the national loss directly 
attributed to white-collar fraud, for 
the latter added up to an estimated 
total of $1.5 Billion for the year. 

While it might be assumed that 
the theft of cash receipts is high on 
the list of culprits, these account for 
only 14% of the total loss. Diversion 
of inventories, a constant invitation 
to thieves, amounts to 12%. The big 
bulk of the total fraud loss, 74%, 
takes place in disbursement opera- 
tions — and this despite extensive 
protective procedures requiring one 
employee to check the work of an- 
other. 

One reason why disbursement 
transactions, whether cash or mer- 
chandise, are such a fertile field for 
embezzlers is because they can orig- 
inate in so many different depart- 
ments—most of them outside of ac- 
counting and treasury. Thus, oppor- 
tunities for fraud are multiplied, 
manipulations often can be con- 
cealed for years, and the result is a 
staggering total. 

Unfortunately, automation of pa- 
per work is no prevention. Machines 
have no propensity for questioning 
improper instructions—and such in- 
structions, once fed into a machine, 
make continued theft that much 
easier. 

Automation has actually intro- 
duced a new business hazard be- 
cause many firms when adopting it 
tend to discard former controls that 
deterred re-use, substitutions and 
unauthorized creation of docu- 
ments. The mere fact that all trans- 
actions are accounted for dollarwise 
has no relationship whatever to the 
manipulation of documents, as the 
many articles in today’s newspapers 
prove. 

Transactions made to appear 
legitimate through re-use of bona 
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fide paper work, forging of paper 
work, or both, last year resulted in 
the tremendous losses illustrated on 
the graph above — losses that will 
continue to go on, without collusion, 
as long as disbursement frauds and 
diversions of inventory can be con- 
cealed by the manipulation of paper 
work. 

That's why the CANCELLING 
OF ALL PAPER WORK AU- 
THORIZING A DISBURSE- 
MENT, AND THE VALIDATION 
OF ORIGINAL DOCUMENTS 
SO AS TO MAKE FORGERY DIF- 
FICULT, ARE SO IMPORTANT 
IN ENFORCING THE PROTEC- 
TIVE CONTROLS GOOD SYS- 
TEMS ARE INTENDED TO PRO- 
VIDE. That is why 77% of the 200 


largest industrial concerns now fol- | 


low this procedure. 

Cummins-Chicago Corp. has a 
booklet that describes simple and 
inexpensive methods of preventing 
both unauthorized disbursements 
and invoiceless shipments, creating 
clerical savings at the same time. 
Write today for your complimentary 
copy of this guide to fraud preven- 
tion. Cummins-Chicago Corpora- 
tion, 4740 North Ravenswood Ave- 
nue, Chicago 40, Illinois. 
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tion, attractiveness in the kitchen, 
convenience of opening and clos- 
ing, ease of manipulation, re-use? 
How are these attitudes accom- 
modated: Tradition? Habit? Nos- 
talgia? Sometimes it’s best to test- 
market several different packages 
for as long as a year. 

A package may pass 10 tests 
easily, but flunk out in an eleventh 
untested and critical area. As one 
consumer remarked, “I know. I re- 
member it. It’s that beautiful 
white package that always ruined 
my fingernails. I stopped buying 
i 


A rule of thumb 


Here is a rule of thumb to fol- 
low for small sample research 
(which includes most packaging 
research): 

a If small sample findings are re- 
garded as guides, worthy of care- 
ful consideration along with other 
factors in the decision, they can 
generally prove very useful. 

= But if small sample findings are 
regarded as final verdicts on a 








package, they are a snare and a 
delusion. 


What's the life cycle? 


Consumers reactions toward a 
package do not always have to be 
“love at first sight.” Dr. Herbert 
E. Krugman, formerly vice pres- 
ident, research, Raymond Loewy/ 
William Snaith, Inc., and now vice 
president of Ted Bates & Com- 


_ pany Inc., explains that there is 


also the concept of learning 
through repetition. This is often 
ignored by packaging research. 
He points out that it is possible 
that the consumer might get to 
like the package on the 12th or 
13th visit to the store, and on the 
15th, might buy it. Some products 
and packages may be slow starters 
and end up very high. Some may 





be just flashes in the pan. 

At Raymond Loewy /William 
Snaith some testing is being done 
on this problem of familiarity. 
This design firm is trying to simu- 
late the effects of repetition and 
familiarity at one sitting of a 
panel. Here’s an example: 

In trying to choose a new shape 
for a bottle, comparisons were 
made against the present bottle 
and against the competition. One 





of the proposed shapes is shown 
| on a slide against the competition 
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and separately against the present 
shape. It is flashed quickly on the 
screen, and the subjects are asked 
to make choices. 

After this series of choices is 
made, the subjects might be asked 
to examine samples of the new 
bottles, and then asked questions 
about their reactions to these 
bottles. The slide presentation is 
then repeated and another series 
of choices made. This process 
might be repeated five ‘or six 
times. Then reactions are ob- 
served: “Does a preference start 
slowly and pick up admirers in 
the later exposures? Does it start 
out like a ball of fire and then 
fizzle? This is one way to test the 
life cycle of the package. 


New concepts in research 


Computers now offer the real 
possibility of more sophisticated 
packaging theory. Dr. Myron J. 
Helfgott, formerly vice _ presi- 
dent-market research, Lippincott 
& Margulies, Inc., and now a mar- 
ket research consultant, stated 
that in the near future computers 
will make it possible to handle 
more complicated data than the 
simple cause-and-effect theories 
that have been used until now. 

Computers are now being used 
to solve marketing strategy prob- 
lems. This work is still in its early 
stages, but it is going forward (see 
“Solve tomorrow's problems today 
with a computer,” Business MAn- 
AGEMENT, Oct., 1961). As data 
from marketing strategy is gath- 
ered from future use of com- 
puters, packaging information will 
be one part of consumer and total 
marketing information that can be 
studied in over-all marketing 
strategy simulation setups. 


Not foolproof 

Remember, packaging research 
is not foolproof. It has certain 
limitations. 

Certain packaging characteris- 
tics can be tested accurately, if 


Reduce your multiple carton addressing 
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and marking costs with “TOUCH STENCILING!”’ 


Using a Weber Handprinter and 
Stencil, one man addresses 45 to 
60 cartons a minute with “‘just a 
touch.”’ He does the work of five 
or six people using other methods. 
After the shipment is addressed 
the inexpensive stencil is discarded 
—there’s nothing to save or file. 
If your office is currently typing 
labels, your plant cutting stencil- 
boards or using rubber stamps, 
you can cut most of your marking 
costs in half with a modern touch 
stencil system. Perhaps, you’ll want 
to prepare the stencil in the office 
as a by-product of the order-in- 
voice. That’s the Tab-on system. 
You may prefer to type a contin- 
uous-form stencil (the Continu- 
matic) from tabulating cards. Or, 
you may want to have your com- 
pany logo die-cut in the stencil for 


direct-to-carton addressing. 

In any event, there’s a Weber 
stencil and handprinter to fit every 
marking job, wherever it may be— 
plant, office, production, receiv- 
ing, etc. 

For full information on low cost 
addressing and other multiple 
marking operations requiring from 
five to a thousand impressions, send 
for your copy of the 16 page book- 
let “7 SYSTEMS TO STREAM- 
LINE SHIPMENT ADDRESS- 
ING.” Mail the coupon. 
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The Weber Stencil can be typed as a 

by-product of forms. 
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THE MAN 
D. W. Barr 
General Manager 


THE COMPANY 


Moore Business Forms, Inc. 


Cooley & Borre & Associates 
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Park Ridge, Il. 
THE ARCHITECTS 


























This executive office is heavily accented with walnut. Abacus base for lamp in 


background was imported from Hong Kong. 


Executive offices with a 
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Reception area focal point is the ‘‘tree of forms.’’ It is composed 
of sixty metal plates projected from a rich walnut column. 





This customer's lounge is spacious and well lighted. The gold 
lamp and yellow telephone offer adequate color contrasts. 





The ‘‘textured’’ wall behind relief map gives a special warmth 
to the reception room. Carpeting is dark brown and beige. 


study atmosphere 
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mu 31 f a man designs 
his study for work and comfort, 
why not design an office like a 
study? 

This is the question the mana- 
gers of Moore Business Forms, 
Inc., Park Ridge, Ill. asked when 
they recently moved to new cen- 
tralized headquarters. As a result 
that is what they decided to do. 

In order to simulate the com- 
fortable atmosphere of the study 
throughout the executive offices, 
special use of color, lighting and 
material was brought into play. 

They felt that varnished wood 
was essential to bring about the 
desired richness of feeling. For 
this reason, dark wood paneling 
was used liberally throughout the 
executive offices. 


Warmth throughout building 

The designers were also careful 
to use only earthy tones as the 
base colors in the entire building. 
These earthy tones were accented 
with drapes, upholstery and tele- 
phones of lighter shades. This in- 
sured adequate color contrast, as 
well as a subdued background. 

The carpeting was designed and 
woven especially to fit into the 
interior design plan of the build- 
ing. It is a combination of browns 
and beiges which add to the rich- 
ness and warmth of each office. 
All draperies are of neutral or 
cream-colored linen and were se- 
lected for the texture and warmth 
of the weave. They tend to lend 
an old-world craftmanship to the 
decor of a building designed for 
utility and high performance. 

Recessed fluorescent light in 
combination with recessed incan- 
descent fixtures add warmth and 
highlights to the colors of the ex- 
ecutive offices. 

These special effects help each 
executive to find in his office the 
comfortable feeling of a study. 

The subtlety of colors used 
throughout the interior adds a 
feeling of quality and warmth to 
Moore’s modern new building. s 
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PENDAFLEX™ 
TREATMENT 


It’s really a frame-up. You put a 
frame in the drawer and it holds the 
hanging folders up! Just one reason 
management is high on Pendaflex. 


Exclusive “Keyboard” design makes 
for simple filing and finding. Every- 
thing’s at your fingertips . . . no 
nerve-wracking searching. File 
clerks can handle twice the work in 
half the time. 


See Pendaflex automation-age filing 
folders at your office-supply dealer. 
Or, better yet, mail the coupon 
below for a free sample. 


Oxford Filing Supply Co., Inc. 
Garden City, New York 
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4-11 Clinton Road, Garden City, N. Y. 








In Toronto: Luckett Distributors, Ltd. 





FIRST NAME 
IN FILING 





OXFORD FILING SUPPLY CO., INC. 


Please send FREE Pendaflex hanging 
Folder and Big 60-Page Catalog of 
Filing Systems and Supplies. 

NAME 
FIRM 
STREET 


CITY. ZONE 
Name of your Oxford Dealer 











STATE 
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by Harry J. Johnson, M.D. 


The executive asks the doctor 


Q Why should | stop smoking when I enjoy if so much? 


A. Enjoy those cigarettes! 

Every time you take a puff, in- 
hale, blow the smoke very slowly, 
get a real thrill. 

When you consider what ciga- 
rettes are doing to your health 
and life expectancy, you've got to 
pack a lot of enjoy- 
ment into every cig- 
arette so that your 
conscience can let 
you keep smoking. 

If the fun you get 
from smoking is so 
exciting, then the 
risk may be _ justi- 


fied. But if vou 
smoke just to give 
your hands _ some- 


thing to do, possibly 
to cover up embar- 
rassment in com- 
pany, or if smoking 
has become just a 
“habit,” you'd _ better 


consider 
“what price smoking?” You may 
go through a package or two of 


cigarettes and recall having 
smoked only 10 or 12. Even 
though 30 of the cigarettes left no 
mark on your consciousness they 
most certainly left their mark on 
your lungs, your heart, your si- 
nuses, your gastro-intestinal tract, 
and your circulatory system. The 
effect of smoking on the human 
body is 100% bad. The only plus 
is the pleasure. 


Present medical opinion regard- 
ing the influence of cigarettes 
upon health and life expectancy 
indicates that a definite health 
hazard is involved. 

You have read reports indicat- 
ing that cancer of the lung is asso- 





ciated with smoking, and you 
have no doubt brushed this con- 
veniently aside with the thought 
that air pollution is probably more 
important. You rationalize to jus- 
tify your acts and pacify your 
conscience because no sane person 


would deliberately 
pursue a course that 
could ultimately 


lead to a cancer. 


Think about it— 
cancer of the lung 
occurs 17 times more 
often in a_ person 
who smokes a pack 
of cigarettes a day 
than in the non- 
smoker! For those 
who smoke between 
one and two packs, 
cancer occurs 42 
times as often. For 
those who smoke over two packs 
each day, cancer of the lung in- 
creases to 63 times as often as for 
the nonsmoker. 

Of course you can point to men 
80 to 90 years of age who have 
smoked all of their lives yet are in 
quite good health. Remember, 
only a small percentage of people 
live that long. The rest are dead— 
many from cancer of the lung, 
more from coronary heart disease. 

Authorities agree that there 
probably is an inherent predispo- 
sition to cancer of the lung in 
about 10% of people, and in this 
group cancer occurs almost ex- 
clusively in those who smoke. 
Cancer of the lung is most fre- 
quently seen between the ages of 
50 and 60, at a time when there is 
still a 15 to 20 year life expect- 
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ew Royaltyper™ turns out personalized form letters all by itself 


No matter how large your mailing is, the Royaltyper 
types every letter in a completely personalized way: 
in address, salutation, typing quality, even to per- 
sonal references in the body of the letter. 

Royaltyper is a typewriter .. . but a very special 
one. It’s automated. . . does its work all by itself. 
All a typist has to do is type the first letter on its reg- 
ular standard typewriter keyboard. This automati- 
Cally punches the tape (and frees the operator to do 
other office work). Then the machine takes over... 
at over 100 words per minute . . . all day long. Num- 
ber of copies: Unlimited. Speed: 3 to 4 times faster 
than the operator. 

No need to pay the high cost of manual typing. 
Royaltyper does the job for you... faster, better, 


more economically. Get all the facts (and the advan- 
tages) of Royaltyper. Call your nearest Royal McBee 
office, or send us the coupon below. Royal McBee 
Corporation. 


©1961 ROYAL McBEE 





11-61-F a. 
| To: Royal McBee | 
| Corporation | 

850 Third A 
| New York 34 4 Y. | 
| SPECIALISTS IN BUSINESS MACHINES | 
| Please send me full information on the new Royaltyper | 
| NAME ~ | 
| POSITION ee ae i aap) a 
| COMPANY inniaie | 
| p Nile. + i Ss , sicaeas . | 
Riccin concuill: Setstaien- ecatiia ‘Geisha tein’ eenlitah’ Gisccis< diahan. <iniiisee. caiiaiad” Wentaliale commen’ daameane “aaiidile onal 
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Did you know... 


THIS EXCLUSIVE Handy Reference Date Feature 


\ 
\ 





(For example 7/5/62 for July 5, 1962) 


is available only on Keith Clark and 
Defiance Calendars. 


Complete line of Desk Calendars with 
bases in attractive decorator colors. 


Order from your Stationery Supplier or write 


for FREE catalog and name of nearest dealer. 


KEITH CLARK, Inc. 


Phone: LAckawanna 4-4895 
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Keith Clark & Defiance 
Calendars 
Manufactured by — 





6 


1451 Broadway 
New York 36, N. Y. 
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ancy. Is the fun of smoking worth 
risking a 10% chance of cancer of 
the lung and losing out on 15 
years of life? 

If you are among the 90% of 
smokers who can enjoy cigarettes 
without paying the horrible price 
exacted of the other 10%, then 
consider your heart. 

Coronary heart disease is found 
50% more often in men who smoke 
than in nonsmokers. 


Resistance to change 


It has amazed me that men will 
cheerfully change their eating 
habits if their blood cholesterol is 
slightly elevated, in order to mini- 
mize the hazards of coronary 
heart disease. But when asked to 
quit smoking, there is real resist- 
ance. 

For those smokers who do not 
fear cancer of the lung, or coro- 
nary heart disease, how about the 
morning cough that is so distress- 
ing to you and so annoying to 
everyone else in the family? 
Wouldn't you like to be rid of 
that? Try no smoking for a month 
and see. 


But watch weight 

After you have quit smoking 
for a few weeks, better check 
your weight! Many people feel so 
well, enjoy eating so much, sleep 
so much better and once again 
experience a sense of well-being 
that they begin to put on pounds. 
Watch out; don’t change from a 
chain smoker to a chain eater! 

If you prefer to have a short 
but gay life, have fun with your 
smoking. The enthusiasm for a 
short and gay life diminishes with 
advancing years. Those who have 
passed the half century mark sel- 
dom seek the gay life. Many 
spend a lot of time and money to 
undo the accumulated effect of 
the earlier gay years. 

For a happy, healthy, interest- 
ing middle-age, resolve to: stop 
smoking, get more exercise, get 7 
to 8 hours sleep, and get that 
weight down to normal. s 





Dr. Harry J. Johnson is medical 
director of Life Extension Examiners. 
Founded in 1914, the organization 
conducts health examination pro- 
grams for executives in companies 
throughout the U. S. and Canada. 
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A free copy is yours forthe asking. 






Explains in detail how you can put 
the Auto-typist to work for you 
and save time and money, too! 
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the Amazing 


Auto-tyPistT 


WITH PUSH*BUTTON SELECTOR 


Slashes dictating time 
and typing costs... 


i Produces personalized 
§* individually typed form 
letters automatically... 


Does the work of 
three typists. 
Here at last—the new, automatic way to solve the problem of 
volume letter-writing. Auto-typist can slash your correspondence 
handling time from hours to minutes... types letters three times 
faster than any typist... error-free and erasure-free. And all for 
just pennies per letter! With just the push of buttons, Auto-typist 
automatically types form letters, solicitations, routine daily corre- 
spondence. Types them all with the intimate, personal touch that 
only an individually typed letter can provide. No wonder more and 
more cost-conscious business firms are turning to Auto-typist to cut 
the cost...cut the time...and take the worry out of handling 
: volume correspondence. 
eS - - ° ° ° 
y Hundreds of uses for Auto-typist in every business 
sa Most credit, collection, product information, delivery and complaint 
eh — correspondence can be handled with just the push of buttons. Letters 
to distributors, salesmen, customers, prospects and suppliers can be 
turned out the same fast, automatic way. Organizations such as 
Savings and Loan, Banks, Colleges and Universities, Fund Raising 
Select desired letter by number... Agencies, Collection Agencies, Letter Shops and Insurance Compa- 
push button... letters literally “fly out” nies plus many others find Auto-typist a necessity. They have 
proven, an Auto-typist can pay for itself in just 4 months, on as few 
as ten letters a day! 


* 


at the rate of 145 words per minute. 


VALUABLE —_ 
FREE 
BOOKLET! 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
2323 North Pulaski Road, Chicago 39, Illinois 








Now business machines can “talk” over telephone lines 

















DATA-PHONE service makes it possible. It’s the new Bell System development that lets you 
send business data over regular telephone lines, at regular telephone rates. DATA-PHONE 
service converts either card-punched or taped data into a special language which can 
be sent by telephone at speeds up to 1600 words per minute. It speeds data collections 
from branches, improves customer service, promotes more efficient, more profitable opera- 
tions. Like to know more? Just call your Bell Telephone Business Office and ask for a 
Communications Consultant. He’ll bring you 
complete details. No obligation, of course. 














——————— 











Bette 


to rt 


Here's 


IMPR( 
FOR ; 
If y 
that re 
trol, ye 
trol to 
Too 
nance 
areas, : 
of Am 
Produ 
Kodak 
Kodak 
total s. 
Whe 
keepin 
certair 
kept f 
it also 
not be 
Sup 
worke 
rying 
anothe 





Attenc 
much 

curvec 
keeps 


NOVEMBE! 





AUTOMATIC 
PRINTING MULTIPLIER 


This high speed, fully automatic 





printing multiplier is every- 
body’s favorite. Try it today. Call 


your nearest Comptometer office 





Better ways for a demonstration. See the 


. Yellow Pages or write direct to 
to run a business 


Comptometer for literature. 


Here's a way to COMPTOMETER 
IMPROVE SANITATION ee Bids 
FOR SPECIAL OPERATIONS 5600 Jarvis Avenue, Chicago 48, Illinois 
. BUSINESS MACHINES * BUSINESS FORMS + GOLF EQUIPMENT 
If you have a production area 


COMMUNICATION EQUIPMENT ¢ ELECTRONIC EQUIPMENT 


that requires strict sanitation con- 
trol, you'd better extend that con- 
trol to your entire building. 

Too often, sanitation mainte- 
nance is limited to the obvious 
areas, according to the Association 
of American Soap and Glycerine 
Producers, Inc. It points to the 
Kodak Park Works of Eastman 
Kodak Co. as a good example of 
total sanitation control. 

When Kodak set up its house- 


keeping program, it knew that E VE RY B 0 D Y 


certain areas would have to be 
kept free from contaminants. But 4 LOV EFS T HE 
it also knew that sanitation could 
not be limited to these areas. 
Suppose, for instance, an office »- COMPTOGRAPH 
worker entered a critical area car- 
rying dust he had picked up in 
another part of the building. For 


ch > 




















Attendant easily cleans tile around 
much used elevator buttons. Note 
curved wall-to-floor juncture that 
keeps dirt out of cracks. 
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OF YOUR ARCHITECTURAL ADVERTISING EXPENDITURES ? 


84. 


ADVERTISEMENT 


DO YOU HAVE A GAUGE OF THE EFFECTIVENESS 





With today’s tight profit margins, you, like most executives, want maximum 
mileage out of every expenditure. How can you make maximum, effec- 


tive use of your advertising expenditures? 


Surveys of 2,600 ARCHITECTS and CONSULTING ENGINEERS who 
inquired about the architectural products which appeared in 27 advertise- 
ments, showed that 18.4% SPECIFIED the Brand within 6 months and 
55.3% stated they PLAN TO specify that Brand at some time in the future. 


This evidence of SALES VALUE came as a result of Advertising in ARCHI- 
TECTURAL & ENGINEERING NEWS. These studies were conducted 


through an independent Research Organization. 


A&E NEWS OFFERS YOU: 
a) These 27 studies as evidence of SALES VALUE. 
b) Twice as many SPECIFIER IMPRESSIONS per adver- 


tising dollar as any other architectural magazine. 


c) The same realistic advertising rates in 1962. (All three 


other architectural magazines are raising their rates in 


1962. ) 


To maximize the SALES EFFECT of your advertising expenditures, place 
ARCHITECTURAL & ENGINEERING NEWS on your 1962 Advertising 


Program. 
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Kodak, sanitation control had to 
extend beyond the production 
areas into the office and adminis- 
tration areas. 

Kodak’s first step was to run ex- 
tensive tests to find the best clean- 
ing materials available. Over 70 
varieties of floor finishes and 
waves were tested over a two year 
period before the three now in use 
were chosen. Kodak also ran simi- 
lar tests on over 40 detergents; 
four survived. 

Another important part of the 
program is built-in sanitation con- 
trol. In Kodak’s new physics re- 
search building, every attempt was 
made to provide surfaces that are 
easy to keep clean. Tile (easily 
cleaned with detergent and a rag) 
is used on corridor walls and 
around much used areas such as 
elevator buttons. 

Since people can't be ignored in 
any program, Kodak trains its 
maintenance personnel in the most 
effective techniques of cleaning. 
Up-to-date cleaning methods are 


illustrated with training films and | 
slides. In addition, maintenance | 
supervisors meet monthly to dis- | 


cuss new methods and current 
sanitation problems. 

Kodak feels that its mainte- 
nance program makes it easy to 
maintain strict sanitation controls. 


Here's a way to 


TAKE ADVANTAGE OF 
“PACKAGED’”’ EDP 

Many firms receive quick sales 
analysis through data processing— 


without buying expensive data | 


processing equipment. 


They do this by taking advan- | 
tage of firms that supply data | 


processing “packages” to business. 

The National Cash Register 
Co., Dayton, Ohio, is one of sev- 
eral companies that offer this 
service. It operates like this: 

Punched tapes are created auto- 
matically by an inexpensive NCR 
tape recorder that picks up infor- 
mation by working in conjunction 
with cash registers, bookkeeping 
machines and adding machines. 
The tapes are then mailed to a 
processing center. Detailed sales 
analysis reports are usually _re- 
turned within 48 hours. 

For instance, a building supply 


wholesaler requires a sales anal- | 


ysis that gives an accurate picture 
of the items that are moving from 
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IN DEBT-FREE 


HR lorida DIRECT STATE 


‘Taxes are 
less than I/2 


THOSE PAID BY BUSINESS IN AN AVERAGE 


of all 50 States 


TAXES PAID DIRECTLY BY BUSINESS- 


Florida a Pere 
50 State Average ie . ..18.28% 
Southeastern 12 State Average 19.26% 


PROFIT-ORIENTED FLORIDA PAVES THE WAY FOR 
MANUFACTURERS... LARGE OR SMALL 
One of the most promising benefits a manufacturer enjoys in moving 
to Florida is the favorable tax structure. There are no state or local 
income taxes . . . no state ad valorem tax on personal or tangible 
property . . . and no state inheritance tax. In many cases there are 
specific tax benefits for individual industries. 


FLORIDA AS A MARKET 

Florida is leading the nation in growth of both consumer markets and 
industrial markets. Projected population increases in Florida are stag- 
gering, not only in the number of people moving here—3,000a week- FLORIDA'S 
but in the fact that they are people who will be making money here. 

The increase in population is accompanied by an average increase 
in individual effective buying income. ASSURANCE 

Today, 6,000,000 residents and 12,000,000 annual visitors have POLICY 
created a 10 BILLION DOLLAR CONSUMER MARKET. Small 
industry is truly the big picture in Florida right now. Florida’s major 
corporations have grown so fast, there is a gigantic demand for sup- “You have my personal assurance 
porting manufacturers and service. We have a list of needed industries mp ser Foc singe — here 
on file. These industries can practically be guaranteed a substantial '" Florida. You nave positive assur- 


: ance of every aid and assistance 
market before they move their plant. possible from our Florida Develop- 


WRITE, WIRE OR PHONE... ment Commission and from the 
Contact the Florida Development Commission. We have complete pon ianemig es ee of — 
files of industrial classifications, showing exactly what supporting  "¢Ssmen, industrialists, and finan. 


industry is needed in Florida. We will be able to tell you within are ioe Gel Ga tenis 
24 hours what companies require your type of manufacturing and _heaithy and successful. Write, wire 


service facilities. On your request, a highly trained and well informed _ or phone us TODAY. The only thing 
industrialist will visit you. He will bring a complete report written better than a FLORIDA vacation 
specifically for your company. This report will show you the general __ is having your plant here.”’ 


costs for establishing your type of business in each of several Florida 
areas .. . the locations of your sources of supply . . . whom you do 
business with when you get here. All contacts with the Florida Devel- 


opment Commission are strictly confidential. 
Investigate DEBT-FREE Farris Bryant 


Florida  —- 


---A10 BILLION DOLLAR MARKET 
poco oor oor ror 
| Mr. Wendell Jarrard - Chairman 


FLORIDA DEVELOPMENT COMMISSION 
Box 4115C, Tallahassee, Florida 


Please send me “Plant Location Guide,” containing 
all the facts about FLORIDA’S opportunities for 
New Industry, the 10 BILLION DOLLAR CON- 
} SUMER MARKET, Labor, Climate, Schools, 
\ Natural Resources, Favorable Tax Structure. 

















MIR DE MMIDOR, 5. «sv ncigesncacaceiahsasdbabe es capavdabioeieelekmana ale 
| | a iG 12 eswetaanairanilen on asee 

Ask about free film | 
**Profile of Progress” gn eR a RENNER 


| FLORIDA "FOR ¢ CONVENTIONS — Write for free information 
on Florida's wonderful facilities for your group meeting 


he a 
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Child’s play 


Any person who knows basic arithmetic—even a school child —can 
quickly master the operation of the Friden calculator. The reason? 
Unlike other machines, the Friden has a separate multiplier keyboard. 
One number goes on the main keyboard, the other on the multiplier 
keyboard. A control key is touched, the answer appears. 


Because this exclusive system duplicates the natural method of solving 
arithmetic problems, operators learn the machine more quickly, oper- 
ate it more rapidly, make fewer errors. 


The multiplier keyboard is just one unique feature of the Friden. 
Actually, it performs more figurework steps without operator deci- 
sions than any other calculator. (The Friden is aptly called, “The 
Thinking Machine of American Business.”) Your local Friden Man 
will gladly demonstrate. Or write: Friden, Inc., San Leandro, Calif. 


THIS IS PRACTIMATION: automation so hand-in-hand with 
practicality there can be no other word for it. 


Kriden 


SALES. SERVICE AND INSTRUCTION 
THROUGHOUT THE VU. S. AND WORLD 


© 1961 FRIDEN, INC. 
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| month to month. Tapes are made 


as the sales are invoiced to cus- 


| tomers. Tapes are then mailed to 


the center and the report is re- 
turned at the end of every month. 
The report gives breakdowns by 


| sales, by salesmen, by customers 


and by products. 
In another case, a paint manu- 
facturer needed sales analyses of 


| 500 different products by package 


size—by warehouse—and by sales 
territory. Tapes were made while 
accounts receivable reports were 
being prepared. Punched tapes 
were sent to the data processing 
center on Friday, and the reports 
returned on Tuesday. 

Again, a manufacturer of labor- 
atory equipment needed a detailed 
analysis of customer activity to 
see which accounts represented 
the greatest sales potential. 

Data was captured on tapes as 
a by-product of regular posting, 
and the sales analysis reports were 
available two days later. 


Here's a way to 


TEACH OR TRAIN WITH 
LOW COST RECORDINGS 


Many companies are taking ad- 
vantage of training information 
recorded on tapes and records. 

These recordings have two ad- 


| vantages: concise instruction by 





well-known experts and teachers 
and low cost. Two companies that 
provide this service are The Hel- 
bert Audio-Abstracting Co., Hins- 
dale, Ill., and Success Motivation 
Institute Inc., Waco, Texas. They 
contact publishers, individuals, 
and conference leaders in an effort 
to present on recordings the best 
material available to business. 
Here’s how some companies use 


| these recordings. 


An electronics company en- 
gaged in government missile work 
lost time and money sending key 
men to electronic conventions. Yet 
these conventions are important 
for keeping abreast of the latest 


| research in the field. The firm now 





buys recordings of convention 
proceedings, allowing the key 
men to stay on the job. 

An insurance company uses re- 
cordings as a base for a training 
program for new agents and man- 
agers. Management lets the new 
men take the recordings home 
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with this remarkable 
“how-to” book 








HERE IS THE FIRST and only book on 
mathematical inventory control writ- 
ten for the man who must do the job 
himself. It is not a text book—nor is 
it a theoretical study. Instead, it 
plunges directly into the heart of your 
problem—HOW MUCH to make or 
buy, and WHEN to make or buy it. 

Scientific Inventory Control shows 
how modern business mathematics 
can give you the answers to these 
questions—but you don’t have to be 
a mathematician to read and use this 
handbook. 86 easy-to-understand ta- 
bles and figures “lead you by the 
hand” through proved-in-use formulas 
that are now being used to control 
inventory in dozens of well-managed 
firms. 

You will find valuable guides on 
how to establish the proper safety 
margins to avoid out-of-stock situa- 
tions . . . how to evaluate the quality 
of lead-time data how to com- 
pute order quantities when usage is 
variable how to handle the 


Reconciles the conflict between 


LoE ER: Sas 


quantity discount problem how 
to make a scientific inventory study. 
And you'll understand the practical 
language because Scientific Inventory 
Control was written by a practical 
operating man—Evert Welch, Direc- 
tor of Production Planning and Con- 
trol for IT&T. 


Don’t pay unless you’re satisfied 
You can prove to your own satisfac- 
tion that this new book will save you 
money—without risking a cent. Glance 
at the table of contents below. If the 
subject matter seems to fit your firm’s 
problems, fill in the coupon below. 
We will send you your copy of 
Scientific Inventory Control promptly. 
Examine the volume for 10 days, test 
out a few of its formulas, satisfy your- 
self that you can use it profitably to 
reduce inventory levels. Then, if you 
are completely satisfied, send us a 
check for $12.50. Otherwise, return 
the book without obligation. 





AER 


production and procurement 


You've heard the argument between production and purchasing men. 
The purchasing department says: “Why can’t we buy in larger quantities .. . 
why must the requisitions for the same item be placed repetitively!” 


The production department says: “Why can’t Purchasing understand that 


inventories cost money 


. . that profits result from inventory turnover?” ) 


Scientific Inventory Control will reconcile these two points of view in the : 
‘only positive, practical way—with mathematical proof that can be readily \ 


understood and applied to standard material items as well as items subject 
to frequent change. 


Cage. I—introduction to sci- 
entific inventory control Why 
formulas are advantageous in 
the determinations that create 
inventory, and why the usual 
approaches may fail. 

Chapter II — distribution-by- 
value in inventory How to an- 
alyze inventory in terms of re- 
lative annual usage to prop- 
erly allocate emphasis to vari- 
ous parts. 


Chapter I1I—working and safe- 
ty stocks How to identify the 
two segments of any inven- 
tory: stock for usage and pro- 
tection against stockout. 


Chapter IV — an initial ap- 
proach to the order quantity 
decision How to make cost re- 


TABLE OF CONTENTS 


Chapter IX—order quantity 
and the electronic computer 
How the computer of the fu- 
ture will make analyses. 
Chapter X — scientific order 
quantity summarized How to 
anticipate some problems of 
scientific order formula. 
Chapter XI—an introduction to 
scientific reorder point theory 
Why the reorder point decision 
is important in inventory and 
how it creates a buffer stock 
for the reduction of inventory 
failures. 

Chapter XII—the importance 
of leadtime in the reorder 
point problem How to evaluate 
leadtime data in the determi- 
nation of reorder points. 


Chapter XIII—the importance 


problem How to evaluate usage 
data in the determination of 
reorder points. 


Chapter XIV—the importance 
of order frequency in the re- 
order point problem Why stock 
failures as a percentage of the 
number of orders is only a 
partial answer to satisfactory 
inventory performance. 


Chapter XV—safety stock for- 
mulas and applications How to 
prepare a formula for manual 
or data computer use and for 
over-all improvement of in- 
ventory performance. 


Chapter XVI—making an in- 
ventory study How to make 
use of scientific principles in a 
typical application to a simple 


ductions in working inventory 
without making the usual cost 
studies of carrying inventory 
or order placement. 


Chapter V—the usual approach 
to scientific order quantity for- 
mulas How to derive the stand- 
ard formulas from cost data 
and how to determine the 
proper values for that data. 


Chapter ViI—order quantity 
formulas, tables, graphs, nomo- 
graphs and rules How to make 


scientific inventory and use a_ large variety of 


tools for order quantity deter- 


of usage in the reorder point inventory. 





Management Publishing Corp. B-14 


22 West Putnam Avenue, Greenwich, Connecticut 


Please send me a free-examination copy of SCIENTIFIC 
INVENTORY CONTROL. At the end of 10 days, ! will either 
return the book, or send you, $12.50. 


The first book on 


. mination. 
control written for the MORNING: ni sas aansestavtiesdsveeweae Miko 
csageee phys snoneey . 
2 e ormulas under variable unit ; 
practical operating man tite or quantita tecout WWE sisiisasdasdbsvavesncccndadesal au ceenenmn tenes: 
How to modify order quantity - 
decisions where there are tool- Parte: CURR ain ccascdddveencwaksdas caevasek seal 


ing or setup charges or where 


the price changes at fixed Siveet Address oc. i xceteteovios cake wethCarainiseeachenies 
quantity discount points. 

Chapter VIlI—order quantity Gite BSA oie s hea os vos coke eed eee ee Oe ea eee deen eee 
formulas under variable usage 

How to use order formulas ee ee Bill my company.......... 


where the projected usage is 
a variable. 
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where they can play them over 
and over. Result: training time has 
been substantially cut. 

A publishing company uses a 
training record at executive devel- 
opment meetings. After listening 
to a record that explains execu- 
tive techniques, a general discus- 
sion is held. Management reports 
increased executive effectiveness 
as a result of methods picked up 
and amplified by the record and 
the discussion. 


Here's a way to 


SPARK WORKER RELATIONS 

WITH RACK BOOKLETS 
There's a highly effective em- 

ployee relations device that you 
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With Scriptomatic Methods your customer record cards serve also as your address 
masters. Scriptomatic represents the perfect marriage of punch-card processing and 


addressing equipment. 


Want Flexibility ? Your Scriptomatic Machine will selectively address, skip, sort, and 


can acquire for less than $1.50 per 
employee per year. It’s a_ rack 
booklet program. 

In essence, a rack booklet pro- 
gram involves nothing more than 
making free booklets on a variety 
of subjects available to employees. 

A survey conducted by Em- 
ployee Relations, Inc., New York, 
a rack booklet publisher, shows 
that rack booklet programs are 
extremely popular. It indicates 
that 92.2% of the employees sur- 
veyed picked up booklets, 90.6% 
read them, and 86.6% took them 
home. It also showed that 75% of 
those reading the booklets found 
them helpful in getting a better 
understanding of their jobs, in 
getting along better with other 





count your lists, without disturbing file sequence. 


Want Simplicity ? Any typist can prepare your master on an electric typewriter. Scripto- 
matic addressing machines print at high speeds directly to almost any size or shape 


mailing piece. 


Want Economy ? Use card masters instead of stencils or plates. Save time typing masters. 
Eliminate duplicate lists. Cut filing space requirements by 75%. Get automatic in-filing, 


segregation and counting as by-products of your addressing runs. 


Ask today about the Scriptomatic model that fits your requirements. 





SCRIPTOMATIC, INC. 


1117 Vine Street, Philadeiphia 7, Pa. 
Modern Addressing-Data Writing Machines and Methods 
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people, in understanding the 
American business system, and in 
learning about national problems. 
Over 80% indicated that their at- 
titudes had been changed as a re- 
sult of reading company-provided 
rack booklets. 

Such booklets generally fall into 
three categories: 

1. Topics that management 
wants employees to read. (Busi- 
ness problems, taxes, profits, em- 
ployee benefits, etc.) 

2. Topics of mutual interest to 
employees and management. (Self 
improvement, health and safety, 
human relations, educational bro- 
chures, etc.) 

3. Topics that employees want 
to read. (Hobbies, how to do it, 
sports, etc.) 


Booklet racks placed in con- 
venient locations (near time clocks 
or drinking fountains, for exam- 
ple) are almost certain to pique 
your employees’ interest. 


Here's a way to 


IMPRESS EMPLOYEES WITH 
VALUE OF FRINGE BENEFITS 
Employees seldom realize the 
dollar value of the fringe benefits 
you provide. Here’s a way to get 
them thinking about what they re- 
ceive through fringe benefits. 
Royal McBee Corp. has recently 
launched a “Hidden Pay Check” 
contest. The contest revolves 
around the question: “If Mr. Aver- 
age McBee production employee 
received a pay check for the value 


| of his fringe benefits, what would 
| it be?” 








The contest is really broken into 
10 parts. Each month for 10 
months, employees have a chance 
to guess what would be the size of 
the pay check for: vacation pay, 
social security, rest periods, holi- 
day pay, shift differentials, pen- 
sions, workmen’s compensation, 
overtime premium, unemployment 
insurance and group insurance. 

‘ach employee has the oppor- 
tunity to win 11 prizes. A $25 sav- 
ings bond goes to the winner of 
each month’s contest, and a $100 
savings bond goes to the winner 
of a grand drawing held at the end 
of the last contest. 

Royal McBee reports that the 
contest has made employees more 
aware of their “hidden pay.” = 
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Imprint advertising 





quickly & easily 


You always support 
your dealers better when 
your literature carries 
their names. But printing 
dealers’ names individ- 
— Lf, ually is costly. If printed 
— during the original run, 
press stoppages for small quantities incur 
additional charges. If printed later on finished 
booklets, inserts or cards, each lot is a separate 
printing job . . . with a Tickometer, you can do 
the imprinting in your own office quickly, easily 
and inexpensively, as the requests or orders come 
in—and speed delivery. 





e The Tickometer imprints a maximum area 
of 2° by % inches and gives good register on 
materials up to 15 by 15 inches, depending 
on the model; prints from rubber mats, type 
slugs or electros, on most weights and finishes 
of paper, card or foil. 


e It’s easy to set and operate, feeds and stacks 
automatically, can be used by anybody. 

e The Tickometer will also mark, code, 
stamp, endorse, date and cancel labels, forms, 
coupons, checks, cards, tickets at from 400 to 
1,000 items a minute—does hours of manual 
work in minutes. With optional accessories, 
it will sign checks, do consecutive numbering. 
e And as it prints, it counts—so accurately 
banks use it to count currency; it records 
part or full counts. One model batches into 
predetermined counts. 

e You can rent or buy the Tickometer. 
Pitney-Bowes service is always nearby, from 
302 points. Call our office for a demonstration. 
Or send the coupon for free illustrated book- 
let and case studies, 


Pitney-Bowes 


alr 


Counting & Imprinting Machine 
Made by the originator of the postage meter... 
149 offices in U.S. and Canada. 











TICKOMETER 








PITNEY-BowEs, INc. 
4549 Walnut Street 
Stamford, Conn. 





Send free Tickometer booklet and case studies 


Name 





Address 
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With imagination, you can sometimes turn a disadvantage to your advantage. Bank- 


NEW YORK 
NEW YORK 


i860-1900 





ers Trust Co. did. This case history may give you some ideas. 





90 


J 
One exhibit illustrates exciting 
moments in the theatre back in 
the ‘‘good old days.” 


nia « Tackle this prob- 
lem: You're going to erect a build- 
ing in the middle of a busy city. 
But one trouble is that sidewalk 
space around your site will be lim- 
ited to a narrow passageway, 
crowding pedestrians as_ they 
hurry back and forth. To compli- 
cate it further, your building will 
face one of the swankiest streets 
in town. 

A small problem? Perhaps. But 
suppose youre in the midst of a 
campaign to build an image of 
good will and convenience with 
these very pedestrians and people 


like them? The inconvenience 
your construction causes could 
throw a monkey wrench into the 
campaign. 

Some companies might simply 
say, “That’s life,” and let it go at 
that. 

Not Bankers Trust Co. It de- 
cided to do something about the 
inconvenience it was causing. 


Sidewalk gallery 

New York City ordinances dic- 
tate that sidewalks around con- 
structions must be covered to pro- 
tect passersby. Workmen usually 
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cover a steel structure with old 
lumber, throw a roof over it, and 
let it go at that—an unsightly mess. 
But a mess like that could do 
more damage to the bank’s good 


ine times Se 


will than its “image” campaign - Se i ike 


T a sCORTATION 


could cope with. 

With creative thinking, the com- 
pany turned what could have ., Par . " % | 
been a black-eye into an effective a aa 
public relations tool. The side- 
walk protection became an attrac- 
tive sidewalk gallery that points 





up Bankers Trust’s close associa- oe ey: PARS ete AS at 
4 * ~ — ee Tr 
rif lew York City ; its eo ar nace oe =~ ‘ 
tion with New York City and its eaten ied Ye os Ce on | 
history. we 
Exhibit shows 1900 photos of New York and the outgoing horse. The first 
Gallery reflects ads Auto Show (upper left), first garage for electric cars (lower left) . . . 


Bankers Trust Co.'s advertising 
campaign stresses strong identifi- 
cation with New York City and 
New Yorkers. The sidewalk ex- 
hibit series is called “New York- 
New York,” and _ illustrates the 
highlights of New York City life 
since 1880—thus tying the exhib- 
its firmly to the ad campaign. 

The first exhibit shows high- 
lights of New York life during the 
1880-1900 period. Later exhibits 
will cover each of the first five 
decades of this century. 

Instead of having to walk 
through dark and narrow passage- 
ways, New Yorkers will have a 
well lighted gallery to entertain 
them throughout the 15-month 
construction period. 














‘ e Ais ce sR MS, * 

photo and a page from the New York Herald relate the tale. Turgid 
prose tells how the ‘‘tempest howled and raged through the dark wilderness 
of streets " 





Related campaigns 

The New York-oriented adver- 
tising theme has long been carried 
forward in extensive print and 
radio campaigns. The exhibits are 
in connection with, and give more ae ae ba ts ry 
meaning to, the advertising cam- , 


‘ ia . 
paigns. .. & H ayimr OAS gs PRA 3S ome. ve Sos OF Te COTO 


Summary Ei WORK AND PLAY 


Bankers Trust with a small cap- 
ital investment and a great amount 
of imagination has turned a 15- 
month eyesore into an attractive 
and integral part of its advertising 
campaign. 

Admittedly, this is a specialized 
example. But it can start you EE ae 2r3, 
thinking if you have a trouble spot (Cove Aime erm ose ——— PD | me een 
on the horizon. The the ory is 





— aes The typewriter (lower left) helped ‘‘emancipate’’ women for office 

sound: with imagination, you can careers. But, as yet, the Bikini was nowhere in sight. Even men wore long 
. ’ > 

turn a disadvantage to profit. = shorts. 
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“PACKAGED’ FILING 


UNIQUE PORTABILITY 
...documents are in handy boxes. 
NEW FLEXIBILITY 
...simpler to change and expand. 
DOLLAR SAVINGS 
...in equipment cost, clerical time. 














UNIT SPACEFINDER BOX. 
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UNIT SPACEFINDER’, an exclusive, revo- 
lutionary filing system, provides unequalled 
flexibility with unprecedented speed. 


The unique hanging box, combined with 
a sturdy, free-standing frame, is the secret 
of the system’s success. 





ian 


UNIT BOXES hang on 
cross-rails, package docu- 
ments for fast transfer or 
work at desk. 


Boxes, which slide back and forth on rails 
and can be carried anywhere, ‘“‘package’’ 
documents for most efficient finding and fil- 
ing ever known! *Pats. Pending. 





TWELVE PAGE BROCHURE 


will show you money UNIT 
saving secrets of Unit SPACEFINDER 
BROCHURE 





Spacefinder and Space- 
finder Filing System. 





CREATE SPACE where 
you need it simply by slid- 
ing boxes of documents 
along rails. 





HOME OFFICE: 995 MARKET ST. 


SAN FRANCISCO 3, CALIFORNIA 
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Make selling 


continued from page 66 


throughout the plant. These added 
a warm touch to the serious topic. 
The company hoped that each 
time an employee saw one, he 
would be reminded of his role as 
salesman. 

The company’s monthly news- 
letter pitched in with special edi- 
torials. These were firmly tied to 
the monthly letters by incorporat- 
ing in the editorials the photo of 
the plant that was used with the 
letters. 


Immediate benefits 

The campaign’s final objective 
was to make each employee feel 
that he is an important part of the 
company—not just a worker in it. 
Management knew that this kind 
of employee philosophy is not de- 
veloped overnight, so further 
campaigns were planned. 

One was employee participa- 
tion. 

On the back of the last two let- 
ters, employees were invited to 
makes sales awareness suggestions 
on how the program could be im- 
proved. No sooner was the invita- 
tion issued when helpful sugges- 
tions began to pour in. The re- 
sponse clearly indicated that 
employees were  thinking—and 
thinking hard—about the subject. 
From these suggestions the com- 
pany began to draw ideas for con- 
tinuing the campaign. 

One employee suggested that 
sales would have more meaning to 
workers if they knew more about 
the company’s customers. Taking 
the cue, the company asked cus- 
tomers for permission to display 
their designs and trademarks. 

The displays located throughout 
the company offices and _ plant 
helped identify the customer for 
the employee. With a clear pic- 
ture of the customer in mind each 
employee is constantly reminded 
of his part in selling. 

Another employee suggested 
that small groups of customers be 
invited to inspect the plants and 
facilities. This would give em- 
ployees a chance to see tangible 
results of how good housekeeping 
affected customers. Management 
invited customers in. Later, it 
passed on to employees the many 
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THE PLAIN FACTS ABOUT OFFICE COPIERS 





There’s quite a difference in copies 
—and copiers. For example, some 
copiers won’t pick up colored type, 
or hand notations. Some print on flimsy 
paper: hard to read, awkward to file. 
You wouldn’t want your customers 
to judge you by these copies. 

Which copier will do the best job? 
You might refer to the copying “pros”: 


HOW GOOD 
MUST YOUR 
COPIES BE? 


architects, draftsmen, accountants — 


they must have quality. And these ex- 
perts use more Bruning copiers than 
any other make. 

Additional reasons for their choice 
(and yours): Bruning speed, Bruning 
simplicity, Bruning cost-per-copy. The 
Bruning diazo process makes copies 


for only one cent each (materials cost 


for letter-size prints), compared to 
four to ten cents with most other 
methods. 

Before you buy any copier, see the 
impartial comparisons, exactly as pub- 
lished by the office-equipment maga- 
zines. Write to Bruning for ‘““The 
Plain Facts About Office Copiers.” 
This way you’ll have no doubt... 


Charles Bruning Co., Inc, 
CLEARLY, YOUR CHOICE 1S Mount Prospect, Illinois 
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100 MILLISECONDS IN OR OUT 


New RCA 301 Fast Random Access System 
_.. With 3 Features Management seeks 











Utilizing the new Data Disc File, the RCA 301 is a 
fast random access system delivering all the advan- 
tages of on-line data operations—continuously cur- 
rent file maintenance, instantaneous file reference, 
timely management reporting—at millisecond speeds 
and exceptionally low total system costs. 


Data Disc Files may be selected in increments of 22 
million characters to provide large storage capacity 
for master files and related records. Transactions 
may be posted, or file records looked up, in as few as 
10 milliseconds. ..in an average access time of 100 ms. 


These features add up to the most capable random 


HIGH SPEED 
LOW COST 
LARGE CAPACITY . 





access processing in this price class, affording sub- 
stantial savings on most random access jobs. 


In planning your next move in electronic data 
processing, it will pay you to investigate the 
many innovations and economies offered by RCA. 
Write RCA ELECTRONIC DATA PROCESSING, 


Camden 8, New Jersey. 


The Most Trusted Name in Electronics 
@ RADIO CORPORATION OF AMERICA 
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favorable comments received on | 


the appearance of the plant. 
Other suggestions from em- 


ployees included proposals to hold 


meetings with employees, to make 
available to employees more tech- 
nical information on products and 
end uses, to improve internal tele- 
phone courtesy as a means of 
training for external contacts, and 
to establish award systems for 
“sales awareness’ ideas. 

The union approved of.the sales 
awareness program and cooper- 
ated willingly with management. 
Union representatives felt that 
workers are better employees 

. when they know the score.” 

One union representative re- 
cently indicated that the company 
could easily sell $100,000 worth of 
its stock to employees. If nothing 
else, this is clear evidence of the 
strong interest employees take in 
the company. 


Campaign cost 
The total “sales awareness” pro- 


gram—including executive time— 
cost about $2,500. It was a com- 


a Capt. “Mac” invites you: 





Jacksonville | 


. ee 


paratively small outlay for the | 


benefits received, which were: 


Increased employee morale and | 


pride in the company. 


Employee interest and partici- | 


pation in cost control. 

Improved job performance. 

A tight hold on quality. 

Model appearance throughout 
plants and office. 


And most important—a jump in | 
sales, directly connected with the | 


“sales awareness” campaign. 


Continuing program 

While Racine Hydraulics & 
Machinery Inc. is impressed with 
the results of its campaign, it 
maintains that sales awareness is 
like physical conditioning. It is not 
developed and maintained with- 
out effort. And it takes constant 
exercise. 

Says President John Erskine, 


“Our sales awareness program was 


designed to emphasize the im- 
portance of our customers in the 
employees’ minds, and to stress 
the importance of sales from 
everyone's viewpoint. 

“We were able to get everyone 
working from a sales standpoint, 
and the results have shown that 
the program was solidly success- 
ful. = 
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MIX A LOT OF PLEASURE WITH BUSINESS! The Southeast’s 
economy is soaring—and Jacksonville, being right in the middle of it all, 
has a business climate bristling with opportunity. It’s an ideal distribu- 
tion center for all the South—and South America, too! It offers plenty 
of skilled and unskilled labor... rail, water, road and air transportation 
... Utilities... water for industry ...and a direct route to the “Moon” site 
in sheltered waters via the Intra-Coastal Waterway. But best of all, it’s 
a good place to have a ball. Fridays, when you feel you’re ready for re- 
tirement, you can—for the whole weekend. Mondays, you’re tanned, 
rested and ready for another fling in the world of commerce. Don’t just 
live to work...live it up while you work. Join us in Jacksonville. For all 
the facts, write or phone Capt. “Mac”: 


Capt. B. C. McCaffree 

Executive Director, Committee of 100 
Jacksonville Area Chamber of Commerce 
607 Hogan Street, Jacksonville 2, Florida 


Dear Captain Mac: Please send the facts about modern-day Jacksonville! 
Name 
Title 
Business Address 


City Zone ___ State 
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Electric and Water Utilities "ttsonvce 
City of Jacksonville, Florida 


Gateway to 
Florida's 


-- eee eee ewes es eeee 


Space 
industry 
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New products 


Se 


new services 


DISTRIBUTION 


New distribution and 
warehousing aid 





Edgar's Warehouses, Inc., De- 
troit offers to put its years of dis- 
tributing and warehousing know- 
how to work for you. The company 
claims it can cut the over-all cost 
of your distribution and_ ware- 
housing anywhere in the U.S. 

Edgar’s offers a variety of serv- 
ices. It can rent you space in its 
own warehouses, run your ware- 





PPS ST oe ee ey 





houses, or set up warehousing and 
distribution points in your new 
marketing areas. 

For more information on Ed- 
gars services, circle number 225 
on the Reader Service Card. 


MARKETING 





New world-wide marketing 
service offered free 

Pan American World Airways 
Inc., offers you free world-wide 














marketing information and service 
through its personnel in 114 offices 
in 80 different lands. 

It can: 

Help you to investigate new 
markets for your products or new 
products for your markets. It puts 
on your desk up-to-date facts on 
economic conditions, tariffs, cus- 
toms, procedures and currency 
exchanges from all corners of the 
world. 

Help you find and put you di- 
rectly in touch with overseas dis- 
tributors, buyers, sellers and 
bankers. 

Aid your salesmen by introduc- 
ing them directly to overseas buy- 
ers. 

For more information on Pan 
American's international services, 
Circle number 231 on the Reader 
Service Card. 


TRANSPORTATION 


Chargo air service carries 
personnel and equipment 





Special Air Services, Inc., Alex- 
andria, Va. announces the expan- 
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ould you believe it? This table folds! 
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Introducing the first folding table to combine slim 
leg styling with dependable structural rigidity —the 


Office space can be costly. Multi-purpose rooms 
help keep costs down. Such rooms can now be fur- 
nished with a folding table that combines contem- 
porary, slim leg styling with “solid as a rock” 
rigidity—the new HOWE “500”. Consider these 


1. Unique construction eliminates visible leg braces. 


2. A 3” deep, flat black, baked enamel “apron” runs 
the table’s full length and across the ends. 


i 
$ 
i é 
i 
: 
new HOWE “500”. 
4 
design features: 
eae 


3. Handsome Formica top and edge create an air of 
quiet elegance. 

4. Legs are finished in a choice of satin chrome or 
flat black, baked enamel. 

Good looking, the new HOWE “500” is also struc- 

turally sound. Legs are 1%” square, welded steel 

tubing. Each leg has its own lock; all locks operate 

from a single lever at the table’s center. Maptiets 

secure legs in the folded position. 





HOWE FOLDING FURNITURE, INC. 

1 Park Ave., New York 16, N. ¥. 

FREE! Write for catalog, describing the new 
500” and other HOWE CustomLine Folding Tables. 
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EMPTY CHAIRS 


cost ney 


People who are not at their work stations 
cost you money. Look at the people in 
your office who are at their desks now... 






Are they sitting on 
the edges of their 
chair seats ? 


Are they neglecting 
to use the backrests 
on their chairs? 


i 


Are they slouching or | 
squirming in an effort 
tobe comfortable? __ 





if this is happening, you 
have the wrong chairs 
and it is costing you 
money to keep them! 


People like comfort, and they won’t sit 
for long in uncomfortable or improperly 
fitted chairs. The answer? Visit your 
Harter dealer. Only there will you find 
a completely equipped Seating Center 
that takes the guesswork out of buying 
chairs. You see, try, compare before you 
buy. And regardless of your = 
budget, you are assured of t=) 
correct chairs for each WY 
job function in 
your office. 


Switch to 
Harter 


\\ 





For Harter Seating Center Location and further ‘ 


information, attach this coupon to your letter- : 
head and mail to: ‘ 


HARTER CORPORATION 
1106 Prairie, Sturgis, Michigan 
Canada: ° 
Harter Metal Furniture, Ltd., 139 Cardigan, Guelph, Ont. | 


{ Mexico: 
' Briones-Harter, S.A., Lago Iseo 96, Mexico 17, D.F. 


‘ New Zealand—Australia: 
‘ Morrison Industries, Hastings, New Zealand 
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sion of its charter services with 
the introduction of Chargo. 
Chargo service is a combination 
of passenger and special cargo 
transportation. 

The new service is designed to 
transport personnel and equip- 
ment to conventions, sales meet- 
ings, or to wherever field equip- 
ment is needed. 

Special Air Services, Inc. pro- 
vides specially tailored charter air 
service to over 6,000 airports in 
the U.S. and Canada. 

For more information on Char- 
go, circle number 228 on the 
Reader Service Card. 


PHOTOCOPIERS 





Portable copier good for 
inter-office use 


A convenience copier for gen- 
eral office use, weighing only 22 
pounds but capable of handling | 
material up to 12 inches in width | 
Transferon. It is | 





is called the 





Transferon weighs only 22 pounds 
but handles up to 12 inches in width. 


marketed by the Ozalid Division, 
General Aniline & Film Corp., 
Johnson City, New York. 

It is designed for use in a small 
office or for quick portability from 
one spot to another in large offices. — 
Copies are delivered in seconds | 
and there is no need to wait for | 
it to warm up once the machine 
is turned on. | 


For more information on the 
Transferon, circle number 245 on 
the Reader Service Card. 


COMMUNICATION 








New slidefilm projector 
is completely portable 

The Dukane Corp., St. Charles, 
Il]., announces a new automatic 
filmstrip projector that is designed 





Capt. “Mac” I" 
invites you: 


Jacksonville” 


Where growing’s a 
pleasure, not a pain! 


Jacksonville’s healthy business cli- 
mate comes from the Southeast’s 
robust economy. But Jacksonville’s 
healthy ‘‘growing”’ climate comes 
from nature—and intelligent civic 
planning. Children can enjoy their 
days in sun-soaked playgrounds and 
parks ...spend other days in the 
dozens of new schools and churches 
... when older, attend Jacksonville 
University, a tribute to modern ar- 
chitecture. In fact, Jacksonville 
itself is fast becoming known for its 
inspiring skyline. It’s clean... un- 
cluttered and invites expansion. Yes, 
Jacksonville’s got it! It’s a wondrous 
place to work ...a great place for 
kids to grow. For all the facts, write 
or phone Capt. ‘‘Mac’”’ 


Capt. B. C. McCaffree, 

Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 
607 Hogan Street, Jacksonville 2, Florida 


Dear Captain “Mac”: Please send the 
facts about modern-day Jacksonville! 


Name 


Title 








Business Address 











JACKSONVILLE Gateway te 
Electric and Water Utilities Florida's: a 
City of Jacksonville, Florida Space 
Industry 
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NCR 


no carbon/required 


MAf2e/e 


“NCR PAPER saves its entire yearly cost... 


every six months.”’ 





20th oldest National Bank 
in the United States. 


First National Bank & Trust Co. saves time and 
money by using these NCR Paper forms: 

Daily Statements, Universal Journal sheets, 
Loans Made & Paid Journals, Statements, Prin- 
cipal & Income Cash Ledgers, Notices of Correc- 
tion in Deposit, Cash-in & Cash-out Correction 
Notices, Note Notices, Demand Tickets, Demand 
Interest Due Notices. 






—FIRST NATIONAL BANK & TRUST CO., Hamilton, Ohig 





“A trial use of one NCR (No Carbon Required) Paper form resulte 
in a direct cost reduction. We now use it for ten different forms an 
receive additional savings. 

““NCR Paper saves us time and gives complete satisfaction by pr 
ducing clean, clear copies each time we use it. 

“Previous experience showed we spent too much time insertin 
and removing carbons. Also, copies were often illegible — a com 
mon weakness. 

“NCR Paper enables us to process more forms in less time be 
cause originals and copies are picked up as a complete unit, ready 
for processing. There are never any carbons to insert or remove. 

“We estimate the time savings and other advantages we get with 
NCR Paper enable us to save its entire yearly cost, every six months.” 


ne 











HAMILTON. OHIO 


£ OW THE BeLow Di ’ 
Dut ow THE BeLow Due Dare oals dient Sentient 


Princirat NOTE NOTICE TIME «3» 


PAYABLE AT THE FIRST NATIONAL BANK & TRUST CO 


MOTE we wacen DATE OF NOTE OVE Oare CODE | AMOUNT OF NOTE 


to 2 Bonk vFraat Ge: NOTE: Please Attach This Notice 
eee tral be: To 





NOTICE OF CORRECTION IN YOUR DEPOSIT 


VICE PRESIDENT AND CASHIER 


Your Validated Deposit 
Receipt Issued On This Date. 


Ten He 





















































INTEREST DUE DATE DEMAND INTEREST DUE NOTICE 
ree ; PAYABLE AT: THE FIRST NATIONAL BANK & TRUST CO i# to notify you that your Deposit Receipt has been changed from 
a bon HAMILTON oO “a ae 
PLEASE BRING THIS NOTICE WITH YOU 
wore wo wane ° i aed Ee ‘ghomereswakean 
ror im addition or subtraction. . . . . . «=. —————EE 
ee ee ee a 
included but not listed . . . . . . 2s © eee 
Bem listed ae $s Should be . © 0 © Qt 
MAIL peceipt issued for $._........ Should be. . . 6 
To 
a Checked by. 
Proof Dept. 
ORIGINAL 
setts #60 oF 
l 
ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER ELI MI NATES 


Another Money-Saving Product of 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, ono CARBON PAPER © 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 


(Circle number 137 for more information) 


98 











BUSINESS MANAGEMENT 





Mi 
Is 
S 


The le 
tion, a 
profes 
ence, : 
has fo 
these | 
(more 
coast ) 
variet 
indust 
buildi 
ties, | 
stores 
tary 

YMC 
and 

Mont 
Cincit 


Becat 
stand 
food | 
ficient 
mana 
less c 
eral « 
requit 


G 


SE] 


VEN] 


fo 





(Circle 
NOVEMBER 








MASS FEEDING 
Is A JOB FOR 
SPECIALISTS 


The large-scale buying, prepara- 
tion, and service of food requires 
professional knowledge, experi- 
ence, and skill. The Prophet Co. 
has for 43 years successfully met 
these requirements for its clients 
(more than 210 from coast-to- 
coast) in an almost unlimited 
variety of fields. They include 
industrial plants, bank and office 
buildings, colleges and universi- 
ties, department and specialty 
stores, hospitals, motels, mili- 
tary establishments, camps, 
YMCA’s, etc. Prophet also owns 
and operates 5 distinctive 
Monte’s Restaurants in Detroit, 
Cincinnati and Chicago. 


Because of high quality control 
standards, Prophet organized 
food services assure smooth, ef- 
ficient operation and capable 
managerial supervision, regard- 
less of the size or type of gen- 
eral or specialized food service 


requirements. 
* 


GENERAL and OFFICE 
CAFETERIAS 


SERVICE and EXECUTIVE 
DINING ROOMS 


SNACK BARS 
SPECIAL AFFAIRS 


VENDING .. .complete automatic 
food and beverage vending 
machine operations 
e 


Write, wire, or phone... . 


we'll be glad to tell you more 


THE 


PROPHET CO. 


704 Fisher Building, Detroit 27 Mich 


1418 N. Highland Ave., Los Angeles 28, Calif 
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for use anywhere. It can be picked 
up and carried to any business 
conference, sales meeting, or ap- 
pointment. 

Dukane’s AV-Matic uses 35mm 
single frame filmstrip and 33% rec- 
ords. An optical mirror system 
projects clear and brilliant pictures 
onto a nine by seven inch screen, 
the maker states. Pictures are al- 
ways in focus and it is not neces- 
sary to darken the room. 

The manufacturer says that the 
AV-Matic is always set up and 
ready for use. To use, you simply 
turn it on, insert the film, play the 
record, and the rest is automatic. 

For more information on the 
AV-Matic, circle number 237 on 
the Reader Service Card. 


FILING 


Practa Data-Card system 
uses color for filing 


Practa Data-Card color filing sys- 
tem has been developed in Aus- 
tria during the last couple of 
years. It is already selling in eight 
European countries, and is now 
being offered in the U.S. 

It is designed to make instantly 
available data that is too limited 
to justify the cost of electronic 
data processing. For instance, the 
records of a few hundred or a 





Practa-Data-Card is 
make data instantly available. 


designed to 


couple of thousand stock items, 
customer accounts, or purchase 
requisitions might not require 
electronic handling. 

The Practa Data-Cards are 
available in three sizes. Conver- 
sion from existing cards is made 
easy by merely gluing the old 
cards to the Practa cards. 

For more information on Practa 
Data-Card, circle number 252 on 
the Reader Service Card. 






























































Jacksonville’ 


Where life has 
cultural overtones! 


These days the South has a burgeon- 
ing population ... bustling with busi- 
ness and bristling with opportunity. 
And Jacksonville is right in the thick 
of it. There’s no better distribution 
center in the whole Southeast. What- 
ever an industry needs, Jacksonville’s 
got it. But its got something more! 
A life that makes living worthwhile. 
Little theaters, concerts under the 
stars ...children’s museum ... art gal- 
leries ... visiting ballets...name your 
pleasure. Jacksonville’s got it! For all 
the facts, write or phone Capt. “Mac”’. 


Capt. B. C. McCaffree, 

Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 
607 Hogan Street, Jacksonville 2, Florida 
Dear Captain “Mac”: Please send the 
facts about modern-day Jacksonville! 


Name 





Title 





Business Address 





Se State 











JACKSONVILLE Gateway to 
Electric and Water Utilities Tana 
City of Jacksonville, Florida Space 
industry 


(Circle number 162 for more information) 


99 





PAPER PET 


outlook clear 
disposition sunny 
more than that 

she'l/ save you money 





Bring a kitten, goat or your favorite hamster to the office—the boss may fix you with the evil eye. But here’s one office 
pet he'll welcome. Ozafax 120, the trim, table-top copier that puts money in the bank. By streamlining your purchasing- 
receiving-paying cycle. Narrowing your shipping-billing gap from 8 days to 21! Getting your bills out, your money /n faster. One 
company saved $17,000... another $15,000... with fast, error-proof Ozalid billing. Besides getting and keeping billing up to 
date, Ozafax handles other office chores. Copies just about everything —letters, forms, reports, drawings. And fast... up 
to 13 feet per minute. Put this multi-purpose copier to work for you. It's easy. Ozafax... 
and all other Ozalid machines...can be bought, rented, leased through six convenient 
plans. Write today for details and our booklet ‘Money 


Saving Ideas.” Ozalid, Dept. 138, Johnson City, N. Y. OZMA Ll |) 


Ozafax 120...8///ing Favorite. Lowest priced one step diazo copier WE REPEAT 
with automatic separation. Simple, space-saving, dependable. 
Remember: for best results from Ozalid Whiteprinters use €> 2 VN L_ i >) 
Ozalid Paper and Ozalid Supplies...we repeat; use Ozalid 
Paper and Ozalid Supplies. DIVISION OF GENERAL ANILINE & FILM CORPORATION 


cc 
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BOSTON 


PENCIL SHARPENERS 





easy mounting 
on any surface 


Now Boston’s all-metal pencil sharp- 
eners can be mounted anywhere. 
There is a Boston for every purpose 


and the mounting kit fits jo 
~~ 


every model. All sharpeners 
are guaranteed for 1 year. 

C. HOWARD HUNT PEN CO., CAMDEN i, N.J. 
(Circle number 127 for more information) 





MAGNETIC 
schedulin ig 





5(e) br- bod at-] a aux erelanlelial=1-) 
write-on/wipe-off 
entries on a rolling 
sleeve with... 


MAGNETS 


that MOVE with time 


Schedule orders, deliver- 


T\- fam o] cole | Uon dle) smu gat-lolal ial 
loading, maintenance, 
ok-he- m o) ge let-t-t-90 0) -ae-t- 1 --e 


Rabe holt 


Visual Control Boards 


FREE Scheduling Guide 
and sample chart section 
Write to ROL-A-CHART 
P. O. Box 291 Mill Valley, California 
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House organs 


continued from page 59 


must do the writing and be paid 
for it. You might have to buy ma- 
terial from free-lance writers, too. 

There’s the cost of physically 
getting out the issue—the address- 
ing, stuffing (if you use envelopes), 
sacking, stamping, getting to the 
post office. Postage can be a con- 
siderable expense as well. 

There are costs involved with 
each issue, even though you do 
some or all of the work yourself. 
So budget realistically before you 
take on the job. 


Who'll read it? 


Your readership should be care- 
fully tied in with your planned ob- 
jectives. If you're going to stimu- 
late and inform your dealers, 
you'll want to build your mailing 
list carefully from your known 
dealers and customers, plus others 
who might be prospects. On the 
other hand, you might want to 
publish a bulletin that your deal- 
ers can in turn send out to their 
customers, with the dealer’s name 


imprinted on it. Several major 
companies do this; it’s a good 
sales tool for the dealer, and it 


keeps your name in front of the 
ultimate customer. 

It's important to keep your 
mailing list current. People change 
jobs or move with rather aston- 
ishing rapidity. You can easily 
have changes running to 5 or 10% 
per month. Keep up with them. 
Otherwise, youre wasting a lot 
of expensive postage and printing. 


Editing and art? 

The most important item in get- 
ting out a house organ is getting it 
written. Who's to do the job? 
It’s not one for an amateur. 

A house organ is a “showcase” 
of your organization. It represents 
you, perhaps even more than your 
dealers or sales representatives. 
It is an expression of your 
thoughts, ideas, policies, charac- 
ter. You can't afford to let your 
image be hacked out by an un- 
imaginative, unskilled writer. 

If you can afford it, and plan a 
fairly ambitious paper, you'd 
better hire a competent writer— 
one with newspaper, broadcast, 
or editorial experience. Check his 
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Jacksonville’ 


A sporting way of life! 


Jacksonville’s a great place to mix 
a lot of pleasure with business. It’s 
the home of the Gator Bowl; has a 
new ultra-modern coliseum that 
offers entertainment as varied and 
exciting as Rome’s coliseum did in 
its heyday. Wrestling, circuses... 
it even houses Florida’s most fabu- 
lous ice skating rink. Of course, 
Jacksonville’s famous for its fishing 
and boating, too. Yes, Jacksonville 
is a wonderful place to work... the 
hub of the Southeast’s speedy 
wheels of commerce. But best of all 
Jacksonville’s a lively place to live- 
it-up! For all the facts, write or 
phone Capt. “Mac”. 


Capt. B. C. McCaffree, 

Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 
607 Hogan Street, Jacksonville 2, Florida 


Dear Captain “Mac”: Please send the 
facts about modern-day Jacksonville! 


Name 


Title 








Business Address 





State 


Zone 





City 


was | tie Gateway to 
Electric and Water Utilities _Florida’s x 
City of Jacksonville, Florida Space 
Industry 
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How To Get Things Done 
Better and Faster 





BOARDMASTER VISUAL CONTROL 


Money, Prevents Errors 
Cards, Snap in Grooves 
Scheduling, Sales, Etc. 


Over 500,000 in Use 
Full price $4950 with cards 


FREE 24-PAGE BOOKLET NO. M-400 
Without Obligation 





Write for Your Copy Today 


GRAPHIC SYSTEMS 


YANCEYVILLE, NORTH CAROLINA 
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POWER YOUR SALES” 


with Vx) “Nuclearized” Jewelry 





ee oS 


CH 


Designed for you, handsome tie-clasps, 
cuff links, lapel buttons stimulate sales, 
create good will as: 
e Sales campaign awards 
e Staff service and performance awards 
e Gifts for special occasions 
e Customer good will gifts 
Send for FREE 12-page booklet 
Mx] WILLIAMS & ANDERSON CO. 
Industrial Division 
14 Third Street, Providence 6, R. I. 
EMBLEM MANUFACTURERS SINCE 1901 
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Gives Graphic Picture—Saves Time, Saves 
Simple to operate—Type or Write on 
Ideal for Production, Traffic, Inventory 


Made of Metal. Compact and Attractive. 








background and published mate- 
rials carefully. 

Or, you might tap someone in 
your advertising department. Ad- 
vertising men arent necessarily 
good writers. But they are often 
able to help you get someone who 
is. And they can assist greatly 
with the art work and mechanics 
of printing and publication. 

Still another possibility is the 
outside communications firm or 
individual. They've had experi- 
ence in writing and editing. They 
are trained to see stories and ma- 
terials that others might overlook. 
They know how to write clearly, 
for easy reading, for reader inter- 
est. 

An experienced communications 
man will write your publication 
with more than one goal in mind. 
His primary purpose is to win 
friends and influence customers. 
But he may also include material 
that might be of interest to news- 
papers, columnists, broadcasters 
or magazines. And he'll see that 
the right contacts are added to 
your mailing list. 

Some types of generalized 
house organs find their way into 
schools to be read by students 
and teachers. There are many 
industrial and technical publica- 
tions read in schools and colleges. 

And—depending on content and 
make-up—a house organ can do a 
good job of public relations with 
stockholders, suppliers, govern- 
ment officials, employees or com- 
munity. 


No hot air 

A house organ rises or falls on 
the information it gives. It can’t 
hold readers with “hot air.” True, 
there are a few pleasantly innoc- 
uous publications going on year 
after year which have little value 
except to build the vanity of the 
publisher. But in the main, a com- 
pany publication must merit the 
“subscription price”’—the time the 
reader invests in looking at it. 

The fact is, people like to learn 
new things. This is especially true 
of products and services they use 
frequently. When your house 
organ gives information that saves 
money, makes for greater effi- 
ciency, lessens labor, or provides 
a higher degree of happier living, 
youre on your way to creating 
stronger sales. = 


Cumulative Production 
Schedule-——~__ 


BESELER 
VU-GRAPH 


The RightWoud 


se 
Crowmumiedlion 
The Beseler Vu-Graph, a new and radi- 
cally different visual tool for business 
meetings and sales training programs. 
Operated from the front of a fully lighted 
room the Vu-Graph is an “electric black- 
board.”’ Facing the audience at all times, 
the user projects what he writes, as he 
writes it! Or previously prepared trans- 


parencies are projected, in brilliant 
colors, as large as 11’ x 11’. 


At a sales meeting the key features 
of a new product appear on the screen 
the instant the sales manager makes his 
points. At a conference or board meeting 
figures and charts are projected, for all 
to see, without an instant’s loss of time. 
At a sales training session a complex 
business technique, or a _ piece of 
machinery, is visually explained a simple 
step at a time. 


Almost without effort the Vu-Graph 
becomes the user’s ‘‘right hand of com- 
munication.” To learn about the specific 
benefits of Vu-Graph overhead projectors, 
and the new visual presentation tech- 
niques they permit, use coupon below. 


CHARLES BESELER COMPANY 

220 So. 18th St., East Orange, N. J. 

(0 Send complete info on Beseler Vu-Graph 
and overhead projection techniques. 

(] Have a Beseler A-V Consultant contact 
me for ‘‘no obligation’? demonstration. 

Company____ 

Address 

City 

Attention of: 
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direct ‘process offset facsimile laminating... 
(spirit) masters... masters... copying... 


The all-new DITTO’ 


MASTEREF 
does 4 jobs vm 1! 


MAKES SPIRIT MASTERS IN 15 SECONDS, without 
a typing carbon, from original copy on Masterfax paper 
—also from newspapers, letters, business forms. Elim- 
inates retyping, rewriting, redrawing. 


9 MAKES OFFSET MASTERS from image on Masterfax 

paper for high quality, long runs. Original remains un- 

changed—use it many times. Use any grade and size 
offset mat. Makes masters in about 15 seconds. 


3 MAKES LOW-COST FACSIMILES from any original: 

newspaper clipping, letterhead, business form. Also, 
from image on Masterfax paper, makes copies on any 
weight, grade of paper—even cloth! 


4 PLUS FEATURE—IT LAMINATES! Covers papers, 

documents with tough, plastic coating. Protects 
against dirt, age, handling. Enhances appearance of 
papers. Costs only pennies! 


FOR FULL DETAILS AND DEMONSTRATION call Gentlemen: Without obligation, please— 
your local DITTO Sales Representative, or mail coupon, (] Send me full particulars on the amazing new 
DITTO MASTERFAX, 


a Have your Sales Representative arrange a demonstration. 


OQ NAME, TITLE 
COMPANY 
ADDRESS 


CITY ZONE STATE 











iat i aati 





DITTO, INC., | 6904 McCormick Rd., Chicago 45, lil.‘ 
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SALES MOTIVATION KIT 


includes 


@ SALES GUIDES 
The new approach to basic 
selling. See-it, read-it delivery 
makes the point. 

@ NEW BI-WEEKLY SALES 
PLANNER 
Simple—effective—easy to use. 

This valuable kit is yours without 


obligation. Simply fill out the 
coupon and mail it today. 














RECORD 







RECORD STORAGE 


STORAGE « F 
~ |. —<— 


ALL YOU NEED TO KNOW 


ABOUT RECORD STORAGE 
IN 2 FREE BOOKLETS 


Send for your FREE ‘Manual of 





: SALES AIDS ! Record Storage Practice” telling you how 

1 Division Elliott Service Co., Inc. ; long to retain or destroy business records. 

: Dept. BM-1, Mount Vernon, N. Y. 1 It outlines an crt ia storage plan 

1 Please provide me with the “Sales Moti- ! for inactive records. 5 A 

' vation Kit” without obligation. ; With the Manual we will send our New 

' 1 Catalog on Record Storage Filing Equip- 

; be eee ' ment. Learn the facts that every business- 

LS. Re ee rer eee ; man should know about record storage. 

' . 1 Clip ad to your letterhead and mail to: 

: WIE on 6c. cpr OR Ae Core Nidlnae Rea i HERS, 

ee ee ee t | SSM OBANKERS BOX CO., Dept. MM-11 
‘ ° : Record Specialists Since 1918 

20 ee ee ee ; 2 x = 

ee ea ee om | §  FopnyC* 2607 N. 25th Ave., Franklin Park, Ill. 
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Return this advertisement on your 
letterhead for your FREE copy. 


if A weey- 4Feteyp and less costly. A solid start at 
| = B Fatal? well” Z reducing high upkeep costs. 
| Breuer Electric Mfg. Co.,5116 North Ravenswood, Chicago 40, Illinois 


ey “AIA PPL 


Information for Management 


on cutting costs of cleaning and 
maintaining plants, buildings, equipment 





This New, Free Handbook describes 
and illustrates ways to effect new 
economies in necessary cleaning 
and maintenance jobs. It will help 
your plant or building superin- 
tendent and maintenance engineer 
to get more out of cleaning equip- 
ment,...make labor more effective 


ERE TSE SE ee a 
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Business disputes 


continued from page 64 


installed in the washrooms at the 
plant. 

The contractor who was provid- 
ing materials for the renovation 
warned that the flooring was not 
suitable to be installed around the 
kind of pipe openings required in 
washroom areas. But the vice 
president thought the contractor 
was simply trying to sell him an- 
other type of flooring and _in- 
sisted on having the flooring of his 
choice. 

The flooring was laid down in 
one washroom. Inside of a week, 
it had buckled in the areas 
around the pipes. The vice presi- 
dent complained to the contractor, 
who replied, “I told you so.” 

This didn’t exactly soothe the 
vice president, nor was he satis- 
fied with the contractor's offer to 
give him credit toward another 
kind of flooring. 

The vice president refused to 
approve payment for the unsatis- 
factory flooring; the contractor de- 
manded payment or acceptance of 
his credit offer. Finally, the two 
decided to let an impartial arbi- 
trator decide their dispute. 

A building supply expert heard 
both sides and visited the plant to 
inspect the flooring. He decided 
that the contractor’s offer of credit 
was equitable, and both parties 
accepted this award. The con- 
tractor installed new flooring, the 
vice president approved payment 
(minus the credit, of course), and 
the two companies are still deal- 
ing with each other. This would 
be highly unlikely, if the contro- 
versy had resulted ultimately in a 
court suit. 


| Self-regulation 


Executives who favor arbitra- 
tion as a peaceful means of re- 
solving the inevitable controver- 
sies in business point to another 
advantage: arbitration is the busi- 
nessman’s own method of self-reg- 
ulation. 

Commercial arbitration is unique 
in that it provides the procedures 
by which the business community 
itself can settle disputes and rem- 
edy mistakes—without hindrance 
or interference by those outside 
the world of business. = 
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ROYAL’S 


more strength—more length == «sw: 








You pay a bit more for our Park Avenue® Silk Ribbon. Royal Park Avenue Ribbons are available in regular 
But consider what you get. silk (18 yards) or heavy-duty silk (16 yards). Each 
# The ribbon is strong as a lion. It survives hard use. spool is boxed, with specifications clearly marked. 

# It's sheer. You get sharper, more accurate originals Park Avenue is typical of the high standard of all 
—and the clearest carbons possible. a Roytype® supplies — thousands, to fit 
# It's 6 yards longer. That’s several every office need. Call your Royal rep- 
hundred thousand more characters. G YA. resentative. He'll help you select just 





More yardage, more ink, more for the product you’re looking for. All from 
your money. And less ribbon changing. _ spgciaists 1N BUSINESS MACHINES Roytype —all superior. 


ROYAL McBEE CORPORATION, 850 THIRD AVENUE, NEW YORK 22, NEW YORK 
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LET LAMSON ENGINEERS show you 
how to speed materials through 
your plant without adding person- 
nel or enlarging current floor space. 


Conveyor units alone are not enough. Units must be moulded 
into a conveying system designed to accomplish certain objectives. 
And, system efficiency depends on the expertness of system design, 


Only high engineering skill plus long experience in materials 
handling can guarantee a successful operation. Both characterize 
the LAMSON record of achievement that goes back 80 odd years. 


LAMSON engineers have become famous for providing “Turn 
Key Jobs” ... a complete service that includes system design, 
component installation, :user-personnel training, critical opera- 
tional checks and the assumption of full responsibility. 


So... if your orders are not hitting the dock on time, check 
LAMSON. For full information about LAMSON conveying systems, 
write. to 114 Lamson Street, Syracuse, New York. 


Pioneers the Conquest of INNER SPACE 


ies 








PLANTS IN SYRACUSE AND SAN FRANCISCO € OFFICES IN ALL PRINCIPAL: CITIES 


Manufacturers of Airtube® (Pneumatic Tube Systems) 
Selective Vertical Conveyors . 
Blowers and Exhausters eo 


© Integrated Conveying Systems 
Bookveyors® Clinica! © Trayveyors@® e 
Exidust@ Central Vacuum Cleaning Systems 
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@ Pallet Loaders e 
Food Service Systems e¢ 


Dryset® Air Vacuum Systems 
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Top manager 


continued from page 50 o 
d 

One hundred seven of the 150 
executives covered — presidents, - 
vice-presidents and financial offi- . 
cers—said they would be involved g 
in office furniture purchases. But : 
how deeply? : 
Presidents: 25% said they'd initi- , 
ate investigation of different 


brands, 40% said they'd set the 
budget, 23% said they'd select the 
supplier—and more than two- 
thirds (68%) said they'd make the 
final decision to buy. } 

Vice-presidents: 35% indicated 
they'd influence the initial search 
for new furniture, 44% said they 
would help determine the budget, 
31% said they would be in on se- 
lecting the supplier—and 53% said 
they would participate in making 
the final decision. 

Financial officers: 48% would be 
likely to begin an investigation of 
suppliers 69% (logically), would be 
in on budget determination, 50% 
would select a supplier—and 69% 
would be key participants in the 
ultimate decision to buy. 
Automobiles. When it comes to 
the decision to buy executives’ or 
salesmen’s cars, more than _ half 
(79) of the executives interviewed 
reported personal participation. 
Here, the facts show, the financial 
officer comes in for more of the 
early work than the president or 
vice-president. But these two men 
count heavily when the time 
comes to make the buying de- 
cision. 

Only 18% of the presidents said 
they would initiate an investiga- 
tion of business cars, 33% said they 
would set the budget, 20% said 
they'd select suppliers—but 50% 
said they'd make the final decision. 

Vice-presidents are slightly less 
involved in the early stages of 
business car purchases than the 
presidents. Similarly, their weight 
is felt in the final decision. Just 
under half (42%) of the vice-presi- 
dents said they were a major fac- 
tor in the decision to buy. 

Financial officers, the survey 
shows, carry most of the responsi- 
bility for setting the budget in 
auto purchases. In this area, 46% 
said they would be directly in- 
volved. They also do a little more 
of the information gathering on 
brands and suppliers. One-third of 
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the financial officers polled indi- 
‘ated they were in on the final 
decision. 

As the charts indicate, there is 
a high degree of top management 
involvement—and personal investi- 
gation—in practically every kind 
of purchasing decision. It’s ob- 
vious that most high level execu- 
tives consider it one of their prime 
responsibilities to check out, and 
follow through on, the way their 
companies spend money. 

If you have been spending a 
good deal of time and effort on 
purchasing decisions (and perhaps 
wonder whether it’s worthwhile), 
you have plenty of company. 
Advertising. The president, so the 
study shows, is clearly the key top 
manager in ad budget considera- 
tions. The vice-presidents and fi- 
nancial officers do participate in 
each step of the decision route, 
but to lesser degrees. (43% of the 
vice-presidents and 37% of the fi- 
nancial officers reported that they 
would be in on the final budget 
decision.) 

Moreover, many top executives 
actually get into advertising me- 
dia decisions. 

Of the presidents involved in 
advertising decisions, 38% actively 
helped plan media selections, and 
exactly half were personally in- 
volved in making the final de- 
cision on which media to buy. 

As in advertising budget deter- 
minations, fewer vice-presidents 
and financial officers are involved 
in media selection than presidents. 
Marketing. Business MANAGE- 
MENT’s researchers asked the 150 
managers whether they would be 
personally involved in marketing 
decisions, such as diversification 
of product line. Ninety-six, or 61% 
said they would be. 

Here's how it breaks down by 
title. 

Presidents: 45% would be in- 
volved when the idea is under 
consideration, 58% would partici- 
pate in planning—and 75% would 
be in on the final decision. 

Vice presidents: 45% would be 
in on the early phases of consider- 
ation, 48% would help in planning 
—and 61% would be personally in- 
volved in the final decision. 

Financial officers: 15% would 
participate when preliminary ideas 
are under consideration, 23% 
would help in planning—and 29% 
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would be in on the final decision. 
Clearly, financial officers are not 
so heavily involved in marketing 
decisions, until such time as 
budgets come into play. 

Benefits. The 150 executives were 
asked whether they would be in- 
volved in decisions to provide 
group insurance or pension plans 
for their employees. Over three 
quarters (79%) said they partici- 
pated in decisions of this type. 

For a rundown by title: 

Presidents: 63% would be in- 
volved in the early stages of con- 
sideration, 68% would work on the 
planning of insurance or pensions, 
and 85% would be in on the ulti- 
mate decision. 

Vice-presidents: 45% would enter 
the decision at the consideration 
stage, 66% would actively partici- 
pate in planning, and 68% would 
be involved in the final decision. 

Financial officers: 60% would be 
involved in early considerations of 
group insurance or pension pro- 
grams, 65% would help plan 
actions to take, and 69% would 
participate in the final decision. 


See a salesman? 


These facts indicate it’s not un- 
common for top managers to 
probe into all kinds of areas con- 
sidering the purchase of any prod- 
uct or service. 

If you, as a top manager, have 
opened your door to salesmen, 
you probably wonder whether this 
is a typical practice. It’s a particu- 
larly significant question for any 
company that sells a product or 
service to business. 

Consider what Leonard H. Mur- 
ray, president of the Soo Line 
Railroad, Minneapolis, has to say: 

“Many times, I want to talk to 
a salesman. I want to know, first- 
hand, about the products and 
services that, in the end, I’m going 
to have to approve or turn down. 
I want to be informed, and I want 
the chance to appraise a number 
of different products for myself.” 

However, Mr. Murray said that 
many times, he hasn’t time to see 
salesmen. “In these instances, I 
frequently learn a lot about the 
products or services I’m interested 
in from magazine advertisements. 
As a matter of fact, we've just 
purchased a major piece of equip- 
ment that I first saw in a maga- 
zine ad. I tore it out, sent it 











_ AIRTUBE® 
| COMMUNICATION 





Downtime 
mounts when 
production men 
act as messenger boys. 

AIRTUBES keep men on the job 
by delivering quickly to them all 
necessary tools, parts, blueprints, 
shop orders and other messages. 

AIRTUBE speed reduces the long- 
est distances to just seconds in 
delivery time. And, AIRTUBE load 
carrying capabilities leave little 
to be done by manual messengers. 

Modern LAMSON AIRTUBE SYS- 
TEMS reduce overhead and in- 
crease production rates wherever 
they are used. Be sure you have 
the up-to-date AIRTUBE story. 
Send for the new AIRTUBE cata- 
log. Just clip this advertisement 
to your letterhead and mail to114 
Lamson Street, Syracuse, N. Y. 
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Researching tomorrow’s masters 


S the demands of business machine automation grow more exacting, 
supplies — such as master units — must meet the increasingly higher 
performance standards of complex electronic equipment. 

Columbia—a leader in the developmemt of carbon papers, ribbons, du- 
plicating plates and supplies—has long supported an intensive program of 
scientific study to assure you the finest products. Based on this premise, 
Columbia Research and Development will continue to set the standards of 
the business writing supply industry. For information about how Columbia 
products may help you, write: Columbia Ribbon & Carbon Mfg. Co., Inc., 
112 Herb Hill Road, Glen Cove, N. Y. or Columbia Ribbon & Carbon Pacific, 
Inc,, Duarte, Calif. 


RIBBONS ¢« CARBONS ¢ DUPLICATING SUPPLIES 


RELY ON THESE FAMOUS BRAND NAMES: CLASSIC » COMMANDER - MARATHON + PINNACLE 
RAINBOW + SILK GAUZE + COLUMBIA M-650 +* COLUMBIA PF-76 * ACCOUNTANT SPECIAL 
PLASTISOL F-100 » COLITHO OFFSET + READY- MASTER SPIRIT 
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around for consideration and now 
we're using it.” 

The study showed that the per- 
centage of executives who would 
see a salesman ranged from about 
10% to 48%, depending on the item 
to be purchased and the execu- 
tive’s involvement with it. 

Top manager’s job 

From your own experience, you 
probably know it’s impossible to 
separate policy from operations in 
your job. The facts in this article 
clearly show you're not alone. 

One top manager, R. L. Siebert, 
president of Milwaukee Electric 
Tool Corp., sat down with the edi- 
tors and delivered a detailed re- 
port on his specific responsibili- 
ties. Here it is, in his own words. 

“IT constantly study and review 
reports on economic and business 
trends to govern my _ business, 
especially in my own industry. 

“IT am involved in forecasting 
sales and establishing quotas for 
territories based on trade surveys, 
economic conditions and past ex- 
perience. 

“T budget sales, advertising and 
operating expenses. 

“I vary policies and_ prices, 
predicated on overhead, labor and 
material costs, taxes and business 
trends. 

“I budget expenditures for capi- 
tal equipment. 

“IT supervise market research for 
new products to expand present 
lines. 

“I am involved in increasing or 
decreasing the work force, work 
overtime, or laying off help as con- 
ditions warrant. 

“I coordinate various activities 
of the business and review prog- 
ress and performance of the re- 
spective departments, i.e.,  re- 
search, engineering, production, 
advertising, sales and accounting. 

“I supervise top personnel and 
evaluate services to determine 
compensation. 

“IT am always involved in long 
range planning for future expan- 
sion and development.” 

Is this a fairly typical picture of 
a top manager? Business MANAGE- 
MENT's study indicates it is. 

If you’ve been plagued by the 
worry that you're too deeply in- 
volved in too many areas in addi- 
tion to “policy,” it’s a pretty clear 
indication that you're performing 
the real role of a top manager. = 
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WHICH OF THESE TOP ARTICLES DID YOU MISS? 


Many Business MANAGEMENT articles—usually the best ones— 


are reprinted to fill special demand. Here is a list of available 


reprints. As long as supplies last, you may order copies—in any 


combination of quantities—at the rates listed at right. 
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How to use seven secrets of persua- 
sion. Selling is scientific. These find- 
ings of a Yale study show how, 
when, and where to get a prospect 
interested in your product or service. 


How to get attention with a news 
release. From the survey of what 
editors want in a news release, you 
can find many helpful tips that can 
improve your releases’ chances of 
publication. 


How to pack more power in your 
words. One measure of your execu- 
tive ability is how well you get your 
ideas across. Based on the experi- 
ence of experts, here are eight guides 
you can use to get more meaning 
in your words. 


How to size up a man in 16 minutes. 
You haven't got all day to interview 
job applicants. Here’s a shortcut— 
a set of eight questions to ask that 
will give you a quick idea as to 
whether the man is right for your 
firm. 


18 telephone shortcuts to sales. 
Selling by phone can cut your sales 
costs and often get results where 
chest-to-chest selling failed. Here are 
18 telephone sales tips your salesmen 
can use. 


Why forecasts fail. Forecasts often 
fail because decision-makers over- 
look their limitations. These exam- 
ples will help you sharpen your de- 
cisions based on forecasts. 


How to manage research and devel- 
opment. Improved management of re- 
search equals better research results. 
Measure your research management 
against the tested methods outlined 
here. 


How to rate an advertising agency. 
Your present ad agency is probably 
best for your firm. Use this check- 
list to be sure—or to rate other 
agencies that may court your busi- 
ness. 


Sharpen management with data 
processing. You make a mistake if 
you think of data processing as just 
a clerical time saver. Here’s how to 
use it to sharpen executive decisions. 
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How to motivate your salesmen. 
This checklist—based on the expe- 
rience of experts—can help you 
evaluate and possibly improve the 
methods you use to motivate your 
salesmen. 


How to make a business prosper and 
grow. Five top executives tell how 
to make a business grow, stimulate 
imaginative action in subordinates, 
determine which jobs can and can- 
not be delegated. 


How to avoid the seven traps in job 
evaluation. Whether you are starting 
a job evaluation program or have 
one, these seven guideposts will 
point out the dangers and the bene- 
fits of job evaluation. 


How to write better. Many business- 
men write pompously in an effort to 
impress. But the result is only con- 
fusion. Follow the guides presented 
in this article and start writing bet- 
ter. 


Better ways to measure executive 
performance. No executive does his 
best work if he isn’t told how he’s 
doing. Here are the methods alert 
firms use to measure executive per- 
formance, based on new research. 


Is now the time for you to con- 
sider a company plane? Can a 
plane bring you profit? How do 
you pick the right one? How about 
insurance, pilots. hidden costs? 
Here are answers to these and 
other key questions. 


How to name a product. Good 
products with bad names can fail. 
The classic examples in this article 
show what makes a good name— 
and a dud. Here’s the science (and 
art) of naming a product. 


Py RVG CRDTINGE, 6 oss 6 Sad dee Seta 50¢ each 
FrOM Bix fo TH TEPHAIS. 6 ois ceed coe 45¢ each 
From Vi36 13 (OOTINIG ccc cccasseuwhi 40¢ each 
From 16 to 20 reprints................ 35¢ each 
FeSWi 2 90 ZS FORTIS, ..6 8 ois o enh d ses 30¢ each 
Mere tian 25 rOprinté.. .... 55. denctce 25¢ each 
111. How to hold a meeting on the 
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117. 
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123. 


124. 


phone. Phone meetings are ideal 
when budgets are tight, time short 
and decisions urgent. Here are the 
facts on how phone conferences 
save time and money. 


Why employees won't talk to you. 
“Shut up and start listening,” is the 
advice of one executive who knows 
how to get people to say what they 
feel. Here’s how to get more out of 
talking to people—by not talking. 


Why good secretaries quit. You are 
a lucky man if you have a good 
secretary. The way to prevent a 
good secretary from quitting is to 
hire her properly, and use her abili- 
ties properly. In this article, the 
secretaries themselves tell you how 
to do it. 


Nine reasons why beautiful offices 
don’t work. Beautiful offices are ex- 
pensive, and not just in terms of 
space, furniture, and decorating 
costs. This article discusses the mis- 
takes often made in office design, 
and tells how to correct these mis- 
takes at low cost. 


Put your personnel policies in writ- 
ing. Small or large, your company 
cannot afford seat-of-the-pants per- 
sonnel policies. Here are facts on 
how to write a good _ personnel 
policy guide without spending a lot 
of money on it. 


Don’t slam the door on financed 
insurance. When your insurance 
broker or salesman starts talking 
“financed insurance”—listen. It 
could be the answer to your needs 
for more protection now, and more 
money to invest. Here are the facts. 
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How often People who visit your place 


of business spread the word 


e 

COmMpanhles are about you in a way that no 

. advertising or public rela- 

judged by ) tions program can duplicate. 

* Whether your buildings are 

their looKSe old or new, expensive or plain, 

how they are maintained reflects your company’s place in the business 

marketplace. Johnson’s Wax maintenance products have been used in 

America’s most successful buildings for over 30 years. The reason is 

simple. There is a Johnson product to meet every maintenance need—a 

new and better product, thanks to continuing research... and there is 
almost no problem your Johnson repre- a ee JP 212105 

sentative can’t find a solution for. Possibly JOHNSON/S * 

<P 


most important of all, Johnson’s mainte- 
Cleaners, Waxes, Floor Finishes— Building Maintenance 


nance products save most people money. Products with the Big Difference 


FREE 28-page booklet 
This comprehensive guide to the latest techniques and products for professional building maintenance may be had without 
obligation by writing to Building Maintenance Manual, S. C. JOHNSON & SON, INC., Box MM-1161, Racine, Wisconsin 





< 
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INDUSTRY FINDS CoLoRaDo|| AA Vertisers 
Ric 342 a Acme Visible Records, Inc. ...... 111 


Cargill, Wilson & Acree, Inc. 
_ @ Companies “prospecting 
for plant sites”...find rich 
new benefits in Colorado. 
_ Pleasant Living, a product} | American Building Maintenance 

1 of Colorado’s magic cli- RIAD bn vs, 8s es, G5it de.» ore a ee 26 
mate attracts and holds] | Richard N. Meltzer Adv. Inc. 

the most competent per-| | American Electric Power Services 
sonnel. Industry’s west- _ | PAR Org ate 14 
ward migration has made] | J. Walter Thompson Co. 

Colorado the transporta- 
m™ tion hub serving the vast 
Al =. new markets west of the 
et Mississippi. ‘“Site-see” 
= Colorado now...right at 
your desk. 


American Automatic Typewriter Co. 81 
Irving J]. Rosenbloom & Assoc., Inc. 


American Telephone & Telegraph Co. 
N. W. Ayer & Son, Inc. 


LGtAHONE accesses cues es we 82 

MPSROINE. 5biikis ins ee eee 32 
Ampto Inc. Div., Anken Chemical 

erin? GCOtG. vss on. scar ewes 


Industrial Marketing Services Co., Inc. 












Architectural & Engineering News 84 


Atlantic Coast Line Railroad Co. 38 
Tucker Wayne & Co. 


Automated Gift Plan, Inc. ...... 1 


King Services Corp. 


Bankers Box Co. ....... Hi tvewwe 104 
SEND FOR FREE EXECUTIVE PORTFOLIO | | Frank C. Jacobi Adv., Inc. 

“INDUSTRIAL COLORADO.” Newly completed a ae 9 
9-booklet portfolio on Colorado’s industrial Charle Pv seler Co. ws. eeeeeeees 102 
sites, assets, opportunities and weekend vacation oe » , 
wonderland. All inquiries held confidential. Breuer Electric Mfg. Co 


UT 
AA 


veceees 104] fia Lo et aes j 
O’Grady-Andersen-Gray, Inc. 
o LO “4 A D re ] Charles Bruning Co., Inc. ....... 93 New > willie as-a-flash VERI-VISIBLE 
DEPARTMENT OF DEVELOPMENT | | 2!“"""" ©°: halves posting or checking time. 


72 State Capitol Denver 2, Colorado Bureau of National Affairs, Inc... 73 FIND AND TAKE OUT INSTANTLY. 
M. Belmont Ver Standig, Inc. 7 Yad 
Veri-Visible keeps many thousands 
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Business Management Council .. 24 of records on view at operator’s 
Calculagraph Co. ........ siaeer ee finger tips. She instantly finds and 
Carpenter-Proctor, Inc. takes out any one of them for post 
haste posting by hand or machine. 
Pees COLD. . oS. osc hee ae Cae P ™ 
MacFarland, Aveyard & Co. LEAVE IN AND CHECK INSTANTLY. 
a, Bivings Anane 14 Without even removing card, oper- 
Andover Adv. Co. ator can check indexing and balance 
on completely visible corner and 
Colorado Dept. of Development . 111 . , . 
Wiliam Kostka & Assoc., Inc. side margins. Compact, Veri- 
Visible portable or floor units 
armws Ribbon & Carbon 108 handle anything from coded punch 
g cis 9.6.4 2.6 5 4 6S oe See 016 es : a 
E M. Freystadt Assoc., Inc. tapes and cards to one-time state 


ment and ledger sets. Send coupon. 
momotometer Corp, «. ois sce se se 83 
Frank C. Nahser, Inc. 


SPIRIT DUPLICATOR 





Left-to-right indexing 


Cummins-Chicago Corp. ........ 74 keeps thousands of 
PRINTS HUNDREDS OF COPIES Waldie & Briggs, Inc. cards at operator's 
finger tips. 
QUICKLY — AUTOMATICALLY! Dictaphone Corp. .. Inside front cover 
E Young © Rubicam, Inc. Adjustable dividers let 
Just load ordinary paper on the feed table. . . you fit system to records. 
the Heyer Conqueror feeds, prints, counts, Ditto. Inc 103 
stacks 110 copies per minute for pennies per wTThO, \ ne. Se ee aA oe eee are Seas p “Card Out” signals 
run. Prints 1 to 5 colors at one time on thin Fulton-Morrissey Co. speed refiling. 
papers, cards, even newsprint, sizes 3 x 5 to 
x 15 in. Duplicator manufacturers since Le) ae 3 Al Perr re «i: Double-view margins 


1903, Heyer has developed many important Philip I. Ross Co., Inc. 
features « others can’t match. Nationwide sales 
and service by 1247 authorized dealers. Fully Dymo Industries . 36 
Automatic Electric Model $299.50, Hand Op- : stries, Inc, ......- = 
erated Model $214.50, plus tax. HEYER INc., 
1832 S. Kostner Ave., Chicago 23, Ill. 


keep customer's name 
, and balance always 
on view. 





Wyman Co. 


Eiiott: Industries, Ines 255 .. 086s ll 
Reach, McClinton & Humphrey, Inc. 








FREE! Memo Pad with your name on | 
each sheet—Our demonstration by mail | Elliott Service Co., Inc. ........ 104 


7 Ne ee /ISIBLE 









































Arpadi-Sarett 

: cakioae 2s a 2 i ba? | ACME VISIBLE RECORDS, INC. | 
,— a) HEVER INC., ; Equipto Div., Aurora Equipment | 1211 west Altview Drive, Crozet, Va. 
' 1832 S. Kostner Ave., Chicago 23, Ill. 1 ee. Nae OS BN «a Sees eis 29 | I'd like to know more about the way Veri-Visible systems can | 
'} Please send my free memo pad andin- #| Arthur R. Mogge, Inc. | cut time and costs on my posting, checking and billing. | 
' formation on the Conqueror Spirit Dupli- 
: Ten iene lopment Commission 85 bilgi nine | 
1 NAME 3 | Alfred L. Lino & Assoc. | | 
: ' ate | COMPANY ees | 
1 FIRM = SEEM OEE. Sas ggtp ales ec ove as 86 | 

t ic rN zer / 5 . s 
1 ADDRESS__ =A : : | Richard N. Meltzer Adv., Inc. ADORESS 
! . 
) Str. OE STA ' | Globe-Wernicke Co. ..........- 93 city ZONE__STATE 
Lanes auetwetasenaawnaeeuetthubane J Perry Brown RIE BE BRT OT 
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Graphic Systems .............. 102 
Caswell Adv 


Hamilton Cosco, Inc. .......... 40 
Caldwell, Larkin © Sidener-Van Riper, Inc. 
SEMPER “6a. bps sie 0 RR wie wu S 97 


Jaqua Co. 


Hertz Corp. 


Needham, Louis & Brorby, Inc. 
RE 0 2s ky o OM Se és 13 
Truck Leasing & Truck Rental 6-7 

ee eee Te eee ee ee 111 


Heyer, Inc. 
Biddle Co. 


Howe Folding Furniture, Inc. ... 96 
Lawrence Peskin, Inc. 


C. Howard Hunt Pen Co. ...... 101 


Wermen & Schorr, Inc. 


Ingersoll-Rand Financial Corp. .. 19 
Albert Frank-Guenther Law, Inc. 


iy Re ere eee eee 
Marstellar, Rickard, Gebhardt & Reed, Inc. 


Jacksonville Chamber of 


Commerce ........ 95, 97, 99, 101 
Newman, Lynde & Assoc., Inc. 
S. C. Johnson & Son, Inc. ....... 110 
Needham, Louis & Brorby, Inc. 
POO GIGTR, BHC, 6 casi sstavivess 80 
Laux Adv., Inc. 
Oo ae OC: eS ee 106-107 


Chapman-Nowak & Assoc., Inc. 


Liberty Mutual Insurance Co. ... 34 
Batten, Barton, Durstine & Osborn, Inc. 


Management Magazines, Inc. 87, 109 





Again 
the world’s 
leading 
manufacturer 
of collating 
reneppedaai=aent 


sets the pace... 





10 New Floor Models for ’61 


For 1961, Thomas Collators announce engineering and 
design advancements for their new line of 8, 10, 16, 20 
and 32-sheet floor models that help surpass their own 
outstanding record of achievement. New developments 










versatility . 


ato 


World’s Leading Manufacturer of Collating Equipment 
DEPT. D, 100 CHURCH STREET, NEW YORK 7, N. Y. 


that permit greater operational efficiency . . . increased 
. . speedier set-up time . . . easier accessibility 
to working mechanisms. . . beautiful, new two-tone finish 
. .. more, much more! Spend the moment it takes to get 
the full story on how you can cut the high cost of gathering 
duplicated sheets into sets, improve morale, and effect 
considerable savings—Simply write: 


WE THOMAS COLLATORS INC. 
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Penny & Penny Adv. 


Minnesota Mining & } 
Erwin Wasey, Ruthrauff & 


Monroe Calculating } 


Ellington & Co., Inc. 


Moore Business Form 
N. W. Aver & Son, Inc. 
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Geyer, Morey, Madden & 


National Cash Registe1 


McCann-Erickson, Inc. 
Business Machines 
PUREE (iste sa cress 


National Truck Leasin 
W. S. Kirkland Adv. 


Oxford Filing Supply 
Kelly, Nason, Inc. 


Ozalid Div., General 
Film Corp. 


Lennen & Newell, Inc. 


Transfer-A-Matic 
Photostat Corp. ..... 
Lambert & Feasley, Inc. 
Pitney-Bowes, Inc. 

L. E. McGivena & Co., In 


Propuet Go. . sss s. 
L. J. DuMahaut Adv. 


Radio Corp. Of Ameri: 
Al Paul Lefton Co., Inc. 


Rol-A-Chart Div. 
William A. Steward Co. 


Royal McBee Corp. 

Young & Rubicam, Inc. 
Data Processing 
Royaltyper ....... 
Roytype Supplies 


Royal Metal Mfg. Co. | 


Chirurg & Cairns, Inc. 


San Jose Chamber of ¢ 
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Scriptomatic, Inc. ... 
Roland G. E. Ullman Org 
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J. Walter Thompson Co. 
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Don Kemper Co., Inc. 
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Douglas Turner, Inc. 


United Air Lines, Inc. 
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United Van Lines, Inc 
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Fuller & Smith & Ross, In 
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A. D. Norbeck Co., Inc. 
Williams & Anderson 
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MANAGEMENT MAGAZINES, INC. 


MANAGEMENT MAGAZINES, INC. 


P.O. Box 671 
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= | 


RIDGEFIELD, CONN. 


6 


— eo me ee ty 








For more information on any advertisement or keyed editorial 
item, fill out the cord below, circle the appropriate key num- 
ber, detach, and mail. We pay the postage. 


NOVEMBER—-FREE READER SERVICE CARD 


1 c 4 Né Q , ( 

tla - é - 20 

124 5 é 28 ’ ( 2 3 134 } 

136 40 4 4 4 44 45 46 4 

148 49] ‘ é 5 
160 6) é 6 64 65 66 é 68 69 | 
172 173 4 & 6 j 178 "9 80 18) 182 18 

184 185 £6 6 Rg 189 90 191 92 9 194 195 

196 97 98 99 200 20) 207 20 204 05 06 

208 09 0 212 | 214 15 16 17 8 9 

220,22): 2 224 25 26 2 228 ©2239 30 

2372 233 234 235 236 237 238 239 240 24) 242 243 

244 245 246 24 248 249 250 25 252 +25 254 25 


Please do not use this card after January 31, 1962. 


Nome ‘ feeder ddund-eGhththhees 
{Pleose print) 

EE eta ov ba Cb REED CASES SDRLENT ESTEE SNES NSSLETNEESSETEASED 

a re TUTTUVETTTTEEIUCL ELITE ee 
Address 

city one i Seer 
tumber of employees in your firm [)50-99; [(j100-249; [(]250-499 
[}500-999. [}1,000-1,499; []1,500-2,499; []2,500-4,999; FJOVER 5,000 


Type of business 
SUBSCRIPTION ORDER 


If you would like a one year subscription to BUSINESS 
MANAGEMENT (U.S. & Poss. $5; Can. & Mex. $6; All 
others $10) please check below: 


[}] Check enclosed | Bill me ] Bill my company 


OVEMBER——FREE READER SERVICE CAR 
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100 101 02 04 6 4 D ni! 
112 113 4 16 Q ° | 
124 25 26 28 9 | 
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172 173. 174~—=«(175 6 8 179 20 «O«d18 87 
184 85 R6 ¥ 188 9 190 9 7? ? 94 °) 4 
196 197 Yo 9 200 0 C y é 
208 209 210 12 214 6 7 7 | 
220 221 222 «4223 «224 25 226 228 229 is 231.4 
32 233 234 35 36 38 9 240 241 42 43 | 
44 «245 «492460 «2247-248 19 «250 > 98 sa 2554 
Please do not use this card after January 31, 1962. 
Gabbe Othe Ata eek Ede 4 RP EDNEES ENED 00006 CHER ERERS CERES 
Please print 
. MASTER 
RT Shi. a ink a awk PRK db big HERES EOE NAESEOIEE OURS RIS CROOK OM Here is office furniture that delivers m 
peak employee efficiency with functior 
SECC ETRE TORT EEOC TTT POR CTT T TT ee Or ee 
long after the purchase. By satisfying < 
Ere er rye ree AckkeUEEREA MORSE NEIERERSORUNENS furniture field. Our newest designs are 
City ee Zone iene They provide many time and space-s: 
HE’S EASY TO 
Number of employee in your firm 50-99 }100.249 250-499 FIND IN THE YELLOW PAGI 
Ave., N . 
[J500-999; [J1,000-1,499, []1,500-2,499, [[]2,500-4,999: [JOVER 5,000 » N. Y. 16, N. Y. SHOWROOMS: Nev 


Type of business 


SUBSCRIPTION ORDER 

Jf you would like a one year subscription to BUSINESS 
MANAGEMENT (U.S. & Poss. $5; Can. & Mex. $6; All 
others $10) please check below: 


[] Check enclosed r) Bill me [] Bill my company 
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ASTER TIME AND SPACE WITH ROVALMETAL 


delivers more than good looks! It makes the most effective use of available floor space. It achieves 


th functional design—in a price range that meets the budget. It includes service that follows through 
satisfying all these requirements (and more), Royal Metal has achieved a unique position in the office 
lesigns are the “100” and “300” series shown above—for executive, general office, and reception areas. 
id space-saving ideas that can answer your personal needs. Find out more. Ask your Royal dealer. 


ELLOW PAGES. Or write: ROYAL METAL MANUFACTURING COMPANY, Dept. 4-K, One Park I a "4 
ooms: New York, Chicago, Los Angeles, San Francisco, Seattle, Atlanta; Galt, Ontario. . Ye) 
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Here’s a better, more practical way 
om c=) 0) gelo|Ucex-Mm-Yale|ial-\-valale mele-huaiale[- 
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5-781 


SUmMeeEn 


HORIZ. 
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A UNITIZED MICROFILM SYSTEM... 


1. Saves time of engineers, file clerks, 


draftsmen 


Z. saves space—compact card files replace 
bulky drawing files 


3. saves materials and mailing costs 


Turn out high-qui 
The benefits of a unitized microfilm 
system begin at the drafting board 
and spread throughout a company to 
save time, materials, and space. 

1. Important savings result from 
more productive use of engineers’ time 
...no costly waiting for prints. 2. Size- 
able reductions in materials and mail- 
ing costs provide further savings. 
3. All drafting can be done in pencil 
on plain white paper .. . no inking on 
expensive vellum or linen 

A unitized microfilm system has 
three basic steps: microfilming origi- 
nal drawings or changes; mounting 
the individual microfilm frames into 
die-cut apertures of data-processing 
cards; and, from the cards, automat- 
ically enlarging the microfilmed draw- 


sauy 
J 


4 $ ] 





prints on ordinary paper by xerography! 


ings into workable size by a xero- 
graphic printer. 

Dry, positive, reduced-size prints 
on ordinary paper—easy to read and 
easy to handle—emerge in seconds, 
ready for immediate use. There is no 
refiling. The quality of xerographic 
prints is superb, yet they are so inex- 
pensive, engineers may discard them 
after use. 

Unitized microfilm systems offer 
many other striking economies. Our 
booklet on benefits is yours for the 
asking. Write Xerox Corporation 
(formerly Haloid Xerox Inc.) 61-197X 
Haloid Street, Rochester 3, N. Y. 
Branch offices in principal U.S. and 
Canadian cities. Overseas: Rank- 
Xerox Ltd., London. 
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push the button 
and copies flow! 


COPYFLO 24C 5 
CONTINUOUS PRINTER 4 


XEROX 
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